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CHAPTER  I - INTRODUCTION 


How  This  Thesis  Proceeds 
Doctor  Charles  Edwards,  Dean  of  the  School  of 
Retailing,  New  York  University,  in  an  article  in  the 
magazine.  Advertising  and  Selling^  exhibited  the  results 
of  certain  investigations  he  had  conducted  regarding  what 
factors  help  to  make  retail  store  advertising  more  effec- 
tive . For  one  example,  he  displayed  two  advertisements 
on  men's  summer  suits,  wrhich  were  identical  in  layout, 
illustration  and  copy,  differing  only  as  to  the  headlines  . 
The  headline  on  one  advertisement  read  "HOT  WEATHER  SUITS 
to  keep  you  comfortable  all  sumner."  The  other  read 
"1941  STYLE  CENTER  for  tropical  worsted  suits."  The  first 
advertisement  drew  twice  the  response  of  the  second.  He 
exhibited  another  pair  of  advertisements  on  men’s  oxford 
shorts,  which  also  were  about  the  same  in  layout,  copy 
and  illustration,  differing  only  as  to  the  headlines. 

The  headline  of  the  first  advertisement  read  "SANFORIZED 
OXFORD  SHORTS  with  patented  'gripper  fasteners'."  The 
other  read  "SANFORIZED  OXFORD  SHORTS  with  ’gripper 
fasteners'  that  won't  pull  off."  The  second  advertisement 
sold  double  the  quantity  of  merchandise  as  the  first.  The 
apparent  conclusion,  which  Doctor  Edwards  forirdd,  since 
the  advertisements  of  each  set  were  published  on  different 
days,  in  the  same  paper  and  under  similar  conditions,  was 

^ "Pretesting  of  Advertising,  A Prerequisite  For  Profits," 
Advertising  and  Selling,  June  1945,  7ol , 08. 
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that  the  headlines  of  the  successful  advertisements  were 
responsible  for  their  effectiveness.  He  attributed  their 
success  to  the  fact  that  they  contained  an  appeal  to  the 
reader's  self-interest. 

Richard  Manville  worked  to  the  same  conclusion 
regarding  the  importance  of  making  an  appeal  to  the  reader's 
self-interest  in  the  headline.  The  findings  of  his  research 
were  published  in  a series  of  articles  in  Printers'  Ink, 
and  later  in  a small  booklet  called  "How  To  Create  And 
Select  V, 'inning  Advertisements."^1^  in  support  of  his  con- 
tentions, he  offered  as  exhibits  several  pairs  of  adver- 
tisements which  appeared  in  national  magazines.  These 
advertisements,  as  a class,  were  of  the  mail-order  type 
and  called  for  an  inquiry,  order  or  response  in  one  form 
or  another  from  the  reader.  Thus,  the  r esultfulness  of 
each  advertisement  could  be  actually  measured  by  the 
number  of  inquiries  which  each  drew.  The  advertisements 
in  each  pa  ir  differed  mainly  as  to  the  headlines  and  the 
appeals  contained  therein;  yet,  in  each  pair  of  advertise- 
ments, one  advertisement  was  far  more  successful  than  the 
other . 

Here  are  several  of  the  headlines,  paired  off, 
with  the  results  showing  the  drawing  power  of  one  adver- 
tisement as  compared  to  the  other: 

A.  AIR  1.  Don't  Swelter  This  Summer 

CUTJDITIONING  2.  Now  Every  Home  Can  Afford 

Air-Conditioning 

Headline  2 was  300  percent  more  successful  than  1. 

TIT 


Harper  and  Brothers  publishers.  New  York,  1947 
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B.  DOG 
FOOD 


1.  ’Warning  to  Dog  Owners 

2.  Keep  Your  Dog  Safe  This 
Bummer 


Headline  2 was  60  percent  more  successful  than  1. 

C.  BOOK  1.  How  To  Ruin  Your  Marriage 

In  The  Quickest  Possible 
Way 

2 . How  To  Win  Friends  and 
Influence  People 

Headline  2 was  33  percent  more  successful  than  1. 

Richard  Manville's  study  induced  him  to  make 
the  very  broa  d statement  that  the  only  pre-evaluation 
advertising  requires  is  to  make  certain  the  headline  is 
based  on  a definite  appeal  to  the  reader's  self-interest . 

What  is  this  appeal  to  self-interest  in  the  reader 
that  is  apparently  so  vital  to  advertising's  effectiveness? 
Why  is  the  headline  its  best  vehicle?  What  constitutes  a 
good  headline?  What  contribution  can  an  association  of 
self-interest  and  the  headline  make  to  the  effectiveness 
of  retail  store  advertising?  These  are  the  questions  which 
this  thesis  will  attempt  to  answer  both  by  theory  and  by 
a demonstration. 

Chapters  II, III,  and  IV  will  be  taken  up  with  a 
"behind  the  scenes"  search  into  man's  self-interest  with 
the  purpose  of  developing  a deeper  knowledge  of  this 
important  result-producing  factor  in  advertising  and  sell- 
ing, and  its  application  in  terms  of  consumer  buying  motives 
to  retail  store  advertising. 

In  particular.  Chapter  II  traces  man's  self- 
interest  to  his  wants,  discusses  these  wants  as  the  lack 
of  certain  satisfactions  and  the  main  springs  of  his 
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behavior.  Chapter  III  discusses  the  theory  of  motivation, 
why  man  acts  as  he  does,  showing  the  chain  reaction  which 
takes  place  when  he  responds  to  an  advertising  stimulus 
to  satisfy  some  want.  Chapter  IV  outlines  Copeland's 
thirty-three  consumer  buying  motives,  presenting  them  as 
the  best  available  list  of  man's  wants  with  social-conscious 
goals,  and  interpreting  them  from  the  stand -point  of  retail 
store  advertising. 

The  second  phase  of  the  thesis  starts  with 
Chapter  V,  which  introduces  a discussion  on  the  headline, 
stresses  its  importance,  outlines  the  types  in  retail  store 
advertising,  and  explains  how  some  of  the  principles  em- 
ployed in  the  writing  of  successful  mail-order  advertising 
can  be  applied  to  headlines  in  retail  store  advertising. 

Chapter  VI  inaugurates  a demonstration  which  em- 
braces six  well-known  products  in  the  housewares  group, 
each  discussed  separately  as  a case  report.  Each  report 
includes  a list  of  headlines  for  its  product  which  were 
inspired  by  checking  against  all  applicable  buying  motives 
in  Copeland's  list  to  show  how  the  list  can  be  used  css 
practical  source  of  inspiration  in  writing  headlines.  Kach 
also  explains  how  six  headlines  were  selected  arbitrarily 
from  the  master  list  and  a mail  survey  made  to  t^st  the 
relative  strength  of  the  appeals  they  contained  as  well  as 
to  select  the  best  three.  The  final  stage  of  the  demonstra- 
tion is  the  use  of  these  six  "best  3 headlines  in  actusl 

The  purpose  of  the  surveys  is 


published  advertisements  . 
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to  show  that  buying  motives  for*  a particular  product 
vary  in  selling  power  and  the  one  with  the  widest  appeal 
should  be  utilized  for  the  greatest  return. 

Chapter  VII  draws  two  corollaries  from  the  find- 
ings of  Chapter  VI;  one  on  the  appeals  which  might  be 
considered  basic  for  products  in  the  housewares  classi- 
fication; the  other  on  the  comparative  merit  of  emotional 
and  rational  appeals  for  advertising  housewares. 

Chapter  VIII  is  the  concluding  chapter . It  can 
be  summarized  briefly,  as  follows:  Every  retail  store 
advertisement,  for  maximum  effectiveness,  should  tie-up 
its  offering  of  merchandise  with  a powerful  appeal  in 
the  headline  to  a selected,  social-conscious  buying  motive 


of  man 
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CHAPTER  II  - MAN'S  WANTS 
Wha t Constitutes  Man 's  Self-Interest 

The  word  WANTS  is  only  a one  syllable  word, 
containing  five  letters;  yet  in  the  full  conotation  of 
its  meaning,  it  represents  the  source  and  development  of 
all  human  activity  and  human  progress  . Civilization 
flowered  from  what  it  demanded  of  the  species;  and  if, 
suddenly,  it  were  satisfied  to  the  brim  by  an  all-powerful 
miracle,  man  and  the  affairs  of  mankind  would  be  suspended 
in  an  Utopia  of  complete  bliss  approaching  that  promised 
for  the  hereafter. 

Man's  WANTS,  few  in  number  and  innate  in  the 
beginning  of  his  life,  developed  and  added  to  as  he  grows 
in  stature  and  intellect,  are  the  driving  forces  which 
make  him  move  forward  and  upward  in  his  quest  for  a better 
life  for  himself  and  those  dear  to  him.  They  are  the  basis 
of  his  self-interest,  whet  concerns  him,  his  family,  his 
job,  his  social  activities  - in  fact,  everything  that  per- 
tains to  his  plan  of  life.  They  are  always  present  in  him 
in  some  degree  of  intensity,  from  dormant  to  impelling. 
Some,  like  hunger  and  thirst,  he  satisfies  every  day;  some, 
like  the  desire  to  travel,  he  may  never  satisfy.  But,  the 
important  fact,  from  advertising's  standpoint,  is  that  they 
pervade  man's  consciousness  and  sub-conscious,  offering  a 
point  of  contact  at  which  the  buying  and  selling  operation 
can  be  started. 

For  those  in  advertising,  a knowledge  of  these 
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wants  is  basic  and  all  important,  for  they  offer  an  ever- 
present link  between  the  buyer  and  the  seller.  To  know 
them,  to  better  understand  their  implications,  to  realize 
their  power,  is  to  give  one  a firmer,  surer,  more  expert 
approach  to  the  preparation  of  advertising  that  does  e 
better  job  of  moving  merchandise  across  counters.  Such 
knowledge,  fundamental  for  all  forms  of  advertising,  has 
a special  significance  for  those  in  department  store  adver- 
tising with  which  this  thesis  is  directly  concerned. 
Department  store  advertising  must  be  prepared,  in  most  cases, 
in  great  volume,  with  dispatch,  often  under  pressure,  this 
week  and  every  week.  Its  scope  includes  feature  advertise- 
ments of  one  or  more  items  to  omnibus  advertisements  con- 
taining a multitude  of  items.  Intimate  familiarity  with 
man's  wants,  how  to  tie  up  one's  merchandise  offerings  with 
them,  enables  one  to  approach  and  complete  the  preparation 
with  speed  and  confidence. 

With  this  background  emphasizing  the  range  and 
the  importance  of  being  on  familiar  ground  with  man's  wants, 
the  remainder  of  this  chapter  will  devote  itself  to  devel- 
oping a knowledge  of  these  wants. 

Man's  wants,  also  termed  emotions,  desires,  and 
motives,  are  numerous  and  complex.  They  have  never 
entirely  catalogued  • Some  follow  definite  patterns,  others 
are  so  interrelated,  they  can't  be  isolated.  Most  psychol- 
ogists agree,  however,  that  man's  wants  fall  generally  into 
two  classes:  those  that  comprise  his  native  equipment  when 
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he  was  born:  and  those  thst  he  acquires  during  his  life 
as  the  result  of  his  environment  and  education.  In  fact, 
"one  might  even  define  education  as  the  improvement  of 
men's  wants  and  making  him  better  able  to  satisfy  them."^) 

The  first  group  is  called  primary,  native,  funda- 
mental or  instinctive  wants  . They  are  irreducible  and  com- 
mon to  all  men  of  all  races  the  world  over  and  have  been 
ever  thus  with  the  recorded  history  of  man. 

The  second  group  is  termed  acquired,  secondary 
or  native-social  wants  . They  are  developed  by  man  as  he 
goes  from  infancy  through  childhood  into  maturity,  subject 
to  the  peculiarities  of  his  race,  country,  climate,  cus- 
toms, education,  etc.  They  are  not  common  or  universal. 

I 

They  vary,  in  kind  and  degree  among  individuals  of  differ- 
ent races,  from  country  to  country,  from  community  to 
community,  even  among  individuals.  It  snould  be  stated 
here  that  one  of  the  jobs  of  advertising,  and  headlines 
in  particular,  as  will  be  shown  later,  is  to  find  the  x ri - 
mary  market,  by  offering  the  advertised  merchandise  in 
terms  of  giving  satisfaction  to  the  wants  of  the  greatest 
number  of  individuals. 

Man's  primary  wants,  proposed  on  the  basis  of 

experience,  are  (1)  desire  for  nourishment,  (2)  sex  desire, 

(3)  desire  for  physical  comfort.  The  first  two  arise  from 

the  needs  of  particular  biological  organs;  while  the  third 

has  its  source  in  the  organism  as  a whole.  To  the  third 

^Poffenberger , Albert  T.,  Psychology  in  Advertising, 
McGraw-Hill,  1932 

(2) 


Ibid  . 
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classification  are  allocated  the  various  social  needs 
such  as  fellows*  ip*  respect,  ano  better  station  in  life, 
which  collectively  form  a prestige  motive.  In  the  begin- 
of  man  s life,  these  are  all-inclusive  categories  . 

As  man  develops,  they  become  the  fountain  heads  of  all  his 
acquired  wants  » He  will  have  no  wants  which  cannot  be 
attributed  to  one  or  more  at'  these  main  classifications, 
even  though  the  relationship  may  be  complex  and  not  immedi- 
ately apparent.  These  fundamental  wants  spring  from  certain 
primitive  survival  urges,  peculiar  to  men’s  physical  make- 
up, and  found  in  his  bodily  tissues,  which  make  him  grasp, 
sustain  end  develop  the  life  given  to  him  at  birth.  They 
are  definite  in  their  demand.  Without  the  desire  for  nour- 
ishment, man  would  waste  away  from  hunger  and  thirst.  With- 
out the  sex  desire,  man's  perpetuation  of  the  race  would 
cease.  Without  the  desire  for  physical  comfort,  man  would 
perish  from  exposure  to  the  elements . 

These,  then,  are  man's  native  wants,  the  sources 
of  all  his  other  wants  in  later  life.  In  the  struggle  for 
existence,  these  natural  wants  developed  other  wants  in  him 
of  necessity,  which  have  become  ingrained  in  his  emotional 
character  through  millions  of  years  . They  are  natural  wants 
in  a sense  because  they  are  common  to  all  men.  For  example, 
men  became  a hunter  and  a provider  to  obtain  life-giving 
food.  He  became  a fighter  to  fight  fear  of  danger  to  him- 
self and  his  loved  ones.  He  developed  the  desires  of  adven- 
ture, exploration,  curiosity,  rivalry,  self-assertion, 
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construction  end  acquisition  in  his  search  for  a better 
life  in  the  present  and  against  the  unforeseen  contingencies 
of  the  future „ 

While  this  thesis  concedes  the  importance  of  man's 
native  Equipment  as  the  sources  of  all  his  other  wants,  it 
is  concerned  more  with  the  acquired  wants  he  has  developed 
as  the  result  of  his  temperament,  environment  and  education. 
It  considers,  for  its  purposes,  that  man's  natural  wants  sre 
the  unlearned  bases,  the  starting  points  of  all  his  learned 
behavior  . ^ ^ ^ In  other  words,  man  spends  his  life  learning 
and  developing  mentally  and  emotionally.  His  wants  undergo 
a great  change  from  the  primitive,  survival-aimed  needs  of 
his  infancy.  Now,  they  are  more  social  conscious;  and  the 
means  to  an  end,  such  as  food,  has  become  an  end  in  itself. 
Man  is  no  longer  interested  in  merely  satisfying  his  hunger 
to  survive.  He  demands  foods,  well-pr epared , tasteful, 
invitingly  served.  He  is  no  longer  primarily  interested 
in  clothing  for  the  warmth  and  protection  it  affords;  but 
insists  on  a certain  fabric,  color,  style  and  perfect  fit 
that  the  clothing  becomes  him  generally.  His  sex  desire 
has  been  modified  and  sublimated  by  convention  and  educa- 
tion. He  does  not  seek  satisfaction  for  it  in  primitive 
fashion,  but  in  particular  activities  of  intense  interest 
to  him  - art,  music,  literature,  social  work,  occupation. 
Thus,  man's  acquired  wants  have  become  what  Allen  calls 
"functionally  autonomous"  and  comprise  "adult  behavior 

( ^ ^ Allen , G.  N.,"What  Makes  Them  Buy,"  Printers'  Ink, 

June  14,  1946 
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characterized  by  greater  awareness  of  social  goals,  far 
removed  from  mere  survival ( 1 > They  are  limited  in  number 
only  by  his  capacity  to  learn  and  are  subjected  in  their 
changing  and  moulding  to  his  environment  and  temperament. 

They  are  every-changing ; rarely,  single  in  purpose;  and, 
as  already  pointed  out,  so  complexily  integrated,  they  can’t 
be  separated  . 

V.’ith  these  social-conscious  goals  in  view,  a search 
was  made  for  a list  of  man's  acquired  wants  which  would  be 
practicable  and  usable.  The  lists  of  the  advertising  psy- 
chologists, as  found  in  the  books  of  Strong,  Lucss  and  Ben- 
son, Hollingsworth,  Fof f enberger , Bart,  Dunlap  and  Starch 
failed  to  solve  the  problem.  Each  list  is  widely  different 
from  the  other,  both  in  its  number  of  wants  and  in  its  nomen- 
clature. They  bear  out  Trolland ’s  apt  observation  that 
"there  are  as  many  classifications  as  there  are  classifiers." 
Of  all  the  lists  studied  the  one  which  appears  to  be  com- 
piled with  a greater  awareness  of  the  social-directed  aims 
of  man's  wants  is  that  of  Melvin  Thomas  Copeland  in  his 
book,  "Principles  of  Merchandising" ^ ^ He  terms  man's  wants, 
regarding  them  from  the  standpoint  of  selling  and  merchan- 
dising, as  buying  motives.  The  list  fulfills  the  require- 
ments of  being  usable  and  practicable  as  a source  of 
inspiration,  reference  and  guidance. 

^Allen,  C.  N.,  "A  Psychology  of  Motivation  For  Advertise®," 
Journal  of  Applied  Psychology,  Vol.  XXV,  1941 

^Troland,  Leonard  T.,  "The  Fundamentals  of  Human  Motivation 
D.  Van  Nostrand  Company , Inc  . , N.Y.  1928 

( 3 ) 

Copeland,  Melvin  Thomas,  "Principles  of  Merchandising," 

A.  W.  Shaw  Co.,  1925 
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Therefore,  this  thesis  takes  as  a premise. 
Professor  Copeland's  list  of  buying  motives.  He  offers 
thirty-three,  dividing  them  into  two  classifications, 

(1)  Emotional  and  (2)  Rational.  These  classifications 
will  be  enlarged  upon  in  Chapter  IV,  as  will  each  of  the 
thirty-three  buying  motives.  For  the  immediate  purpose  of 
the  thesis,  the  motives  are  shown  in  list  form  below: 
Emotional  Buying  Motives  ^ 1 ^ 

1.  Dis tinctiveness 

2.  Emulation 

3.  Economical  Emulation 

4.  Pride  of  Personal  Appearance 

5.  Pride  in  Appearance  of  Property 

6.  Social  Achievement 

7.  Proficiency 

8.  Expression  of  Artistic  Taste 

9.  Happy  Selection  of  Gifts 

10.  Ambition 

11.  Romantic  Instinct 

12.  Maintaining  and  Preserving  Health 

13.  Cleanliness 

14.  Proper  Care  of  Children 

15.  Satisfaction  of  the  Appetite 

16.  Pleasing  Sense  of ’ Taste 

17.  Securing  Personal  Comfort 

^Copeland,  Melvin  Thomas , "Principles  of  Merchandising," 
A.  W.  Shaw  Co.,  1925 
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18.  Alleviation  of  Laborious  Tasks 

19.  Security  from  Danger 

20.  Pleasure  of  Recreation 

21.  Entertainment 

22.  Obtaining  Greeter  Opportunity  for  Leisure 

23.  Securing  Home  Comfort 
Rational  Buying  Motives 

24.  Handiness 

25.  Efficiency  in  Operation  or  Use 

26.  Dependability  in  Use 

27  . Dependability  in  Quality 

28.  Reliability  of  Auxiliary  Service 

29.  Durability 

50.  Enhancement  of  Earnings 

31.  Enhancing  Productivity  of  Property 

32.  Economy  in  Use 

55.  Economy  in  Purchase 


SUMMARY 

This  chapter  then  reveals  man’s  wants  as  being 
synonymous  with  his  self-interest.  They  are  shown  as 
falling  into  two  categories,  either  native  or  acquired, 
with  the  native  being  the  source  of  the  acquired,  and  with 
the  acquired  attaining  self -autonomy  and  becoming  ends  in 
themselves  . 

The  next  chapter,  on  Motivation,  shows  how  man’s 
wants  determine  his  behavior  with  reference  to  advertising 


and  selling 
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CHAPTFH  III  - MOTIVATION 
Why  Man  Acts  As  He  Does 

Motivation  attempts  to  find  the  answers  to  why 
men  act  as  they  do.  It  asks  two  questions  - "why?"  - and 
"what  for?".  The  answer  to  the  first  offers  the  reason 
for  men's  behavior  and  it  is  usually  external  to  the  indi- 
vidual. The  answer  to  the  second  furnishes  the  purpose, 
which  is  usually  found  within  the  individual.  Reason  and 
Purpos  e together  form  a motive.  ^ For  example,  why  does 
a certain  woman  buy  a particular  coat.  Because  it  is  a 
Persian  Lamb,  the  most  fashionable  fur;  It  is  the  new  length, 
flared,  end  one  hundred  dollars  off  the  regular  price.  For 
what  purpose  does  she  buy  it?  Because  she  wants  to  replace 
her  present  coat,  which  is  shabby,  as  well  as  to  bolster 
her  prestige  in  the  neighborhood,  and  to  make  herself  more 
attractive.  Motives  and  wants,  then,  are  synonymous,  and 
comprise  man's  self  interest.  Each  can  be  stirred  up  by 
some  external  stimulus  to  give  the  individual  a reason  and 
a purpose  for  action.  From  the  viewpoint  of  advertising 
and  selling,  such  a motive  or  want  is  called  a buying  motive. 

But  how  does  motivation  work?  What  is  its  appli- 
cation to  retail  store  advertising? 

To  answer  these  questions,  one  might  investigate 

(2 ) 

William  James'  parallel  of  the  mind  with  a stream;  'which 

^^Troland,  Leonard  T.,  "The  Fundamentals  of  Human  Motiva- 
tion," D.  Van  Nostrsnd ,Co . , Inc.,  N.  Y.,  1928 

^Kitson,  Harry  Dexter,  "The  Mind  of  the  Buyer,"  The 
MacMillan  Co.,  1927 
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is  everf lew  ing,  filled  with  thoughts,  sensations,  feelings, 
willings,  and  wants.  The  center  of  the  stream  is  deep, 
flows  at  a rapid  rate,  is  constantly  changing  and  very  diffi- 
cult to  enter.  The  edge  of  the  stream  is  inclined  to  be 
shallow,  less  accelerated  in  motion,  filled  with  eddies  and 
whirlpools,  which,  intricate  though  they  be,  are  more  recep- 
tive to  outside  influences.  The  job  of  advertising  is  to 
have  such  force  and  direction  that  it  penetrates  the  edge 
of  the  stream,  and  propels  into  the  deepest  part  of  the 
flow  to  tie  up  with  man's  wants,  and  give  him  a reason  and 
a purpose  for  acting  on  the  purchase  of  the  product  for  sale. 
Thus,  one  can  vision  Mr.  Consumer,  commuting  to 
his  job  on  the  8:15.  He  is  examining  the  paper  closely, 
and  from  his  contented  expression,  one  would  conjecture 
that  he  is  well  satisfied  with  himself  and  the  world.  How- 
ever, given  the  power  to  look  into  his  main  mind-stream, 
one  could  see  that  Mr.  Consumer  has  many,  many  wants  of 
varying  degrees  of  intensity.  For  example,  Johnny's  birth- 
day is  coming  up  and  Johnny  wants  skates;  the  oil  turner 
is  not  working  properly  - he  must  remember  to  call  service; 
the  boss  seemed  a little  grouchy  yesterday,  he  wonders  whet 
he  had  on  his  mind;  Mary  is  not  looking  well  at  all,  she 
needs  a change  from  her  household  drudgery,  etc.  As  he 
reads  the  news  of  the  day,  he  passes  over  some  items  lightly; 
he  reflects  upon  others  which  make  a momentary  impression 
upon  him,  only  to  dismiss  them  ss  he  passes  on  to  something 
else.  Subconsciously,  he  is  storing  up  many  of  the  items. 
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end  can  recall  them  later  on,  if  necessary.  So  far,  what 
he  has  read  has  not  penetrated  any  further  than  the  edge 
of  the  stream.  As  he  turns  a page  he  sees  an  advertisement 
which  injects  itself  straightway  into  his  main  thought-flow. 
The  advertisement  features  a pair  of  skates,  of  the  brand 
and  style  Johnny  wants  for  his  birthday  and  at  a dollar  off 
the  usual  retail  price.  He  makes  a mental  note  to  drop 
into  the  store  on  his  lunch  hour  to  obtain  the  skates.  Why? 
Because  the  advertisement  offers  the  skates  he  has  been 
looking  for  and  at  a dollar  less  per  pair  than  obtainable 
elsewhere.  For  what  purpose?  To  give  to  Johnny  on  his 
birthday.  Mr.  Consumer  is  motivated  by  two  wants.  He 
wants  Johnny  to  have  skates  for  his  birthday,  prompted  by 
his  desire  to  be  a good  parent;  and  he  wants  to  save  the 
dollar  as  well,  prompted  by  his  desire  to  save  money. 

As  Mr.  Consumer  continues  to  read  his  paper,  any 
other  advertisements  which  force  their  way  into  his  main 
thought -stream  and  are  caught  up  in  its  rapid  flow  by  vir- 
tue of  appealing  to  some  want,  will  get  his  attention,  and 
a reaction,  if  they  give  him  a reason  and  a purpose  for 
purchasing.  Otherwise,  they  will  be  swirled  up  in  the  eddies 
and  whirlpools  of  the  stream’s  edge  to  be  cast  asidc,  with- 
out ever  reaching  the  main  flow  of  his  self-interest. 

Motivation,  then,  determines  man's  behavior.  It 
explains  why  a person  acts  the  way  he  does  when  exposed  to 
a given  set  of  circumstances.  First,  there  is  the  need, 
which  is  found  in  the  bodily  tissues,  such  as  hunger  or 
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thirst,  or  in  the  organism  as  a whole,  such  as  the  desire 
for  respect  or  for  a superior  station  in  life  . ^ The 
need  gives  rise  to  a want,  motive  or  desire,  all  synonymous, 
which  is  the  lack  of  some  satisfaction.  If  the  want  is  per- 
sistent enough,  the  individual  will  automatically  take  the 
necessary  steps  to  satisfy  it.  If  the  want  can  he  satis- 
fied by  the  purchase  of  some  article,  the  advertiser  who 
appeals  most  successfully  to  a buying  motive  for  the  mer- 
chandise will  get  a reaction  in  the  form  of  a sale  with 
resultant  satisfaction  to  the  individual. 

As  a result,  the  want  is  satisfied  and  a typical 
chain  reaction  has  occurred  which  comprise  the  behavior  for- 
mula in  all  advertising  end  selling. 

The  behavior  formula  may  be  shown,  dia gramma tic - 
(2 ) 

ally,  as  follows: 


NEED' 


-»  WANT 


appeal 
'Appea  1 
Appeal 
Appeal 
Appeal 


->  REACTION 


'SATISFACTION 


From  this  diagram  it  is  easily  concluded  that  the 
stimulus  or  appeal,  considering  it  in  the  terms  of  adver- 
tising, is  the  selling  argument  and  its  purpose  is  to  set 
in  motion  the  behavior  mechanisms  which  will  bring  about  the 
resultant  satisfaction.  To  illustrate  further,  the  simple 

want  of  thirst  may  be  satisfied  by  anyone  of  a number  0f 

^Poffenber  ger,  Albert  T.,  "Psychology  In  Advertising," 
McGraw-Hill,  1932 

^ ^ Pof fenberger , Albert  T.,  "psychology  In  Advertising," 
McGraw-Hill , 1932 
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thirst-quenching  drinks.  The  individual  may  turn  to  a 
Coco-dola  or  a soda  drink,  if  he  has  developed  a preference 
for  either;  but,  if  a powerful  stimulus  is  at  hand,  in  the 
form  of  a huge  bill-board,  inviting  him  to  try  Seven-Up, 
he  may  be  induced  to  switch  to  this  drink.  Or,  several 
window  strips,  each  advertising  a different  drink  to  satisfy 
his  thirst,  may  attract  his  attention.  The  drink  which 
appeals  to  him  most,  is  the  one  he  will  purchase.  In  any 
case,  whether  he  turns  to  one  or  the  other,  the  stronger 
stimulus  or  appeal  has  brought  about  a reaction  and  a re- 
sultant satisfaction  for  a completion  of  the  behavior  for- 
mula . 

k • Habits  and  Interests 

When  a want  follows  a fixed  pattern  in  8 person, 
it  is  called  a habit,  such  as  smoking.  If  a want  continues 
over  an  extended  period,  it  is  called  an  interest  - such  as 
a person's  interest  in  sports . For  retail  store  advertising 
careful  attention  to  habits  is  important.  Some  people  buy 
the  same  brands  of  shoes,  shirts,  ties,  suits,  sheets, 
blankets,  continually  and  won't  have  any  others;  or  they 
buy,  for  the  most  part,  certain  merchandise  at  certain  times 
of  the  year,  such  as  linens  and  domestics  in  January,  clean- 
ing aids  for  spring  and  fall  housekeeping,  curtains  to  wel- 
come spring  after  the  winter  or  to  get  homes  fixed  up  for 
the  Thanksgiving  and  Christmas  holidays.  People's  interests 
are  capitalized  on,  also,  in  department  store  advertising, 
in  the  sale  of  yarn,  sports  equipment,  books,  photo  supplies. 
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dress  patterns,  as  well  as  in  furnishing  services  which 
cater  to  customer  interests  as  free  instruction  in  sewing 
or  knitting  or  golf. 

B.  1*1  a n 1 s Five  Senses 

It  is  important  to  note  here  that  man  receives 
all  stimuli  to  his  buying  motives  through  his  five  senses  - 
sight,  hearing,  touch,  smell  and  taste.  ^ There  are  no 
other  approaches  to  his  buying  motives  except  through  these 
five  senses.  All  advertising  directs  its  stimuli  to  man's 
sight  at  least  - in  its  layout,  illustration,  headline  end 
copy.  It  can  also  tie  up  its  appeal  with  the  individual's 
past  experience  with  an  associated  appeal  to  any  one  of  the 
other  senses.  It  can  appeal  to  hearing  as,  "the  natural, 
clear  tone  of  the  new  1948  Philco  Radio";  to  smell  as  "the 
delicate,  subtle  fragrance  of  Chanel  No.  5";  to  touch  as 
"the  soft,  luxuriousness  of  these  100$  all  virgin  wool 
sweaters";  to  taste,  as  "the  spicy  flavor  of  Hormel's  pre- 
cooked hams"  . 

Whatever  the  buying  motive  appealed  to,  either 
alone  cr  in  combination  of  other  motives,  or  in  association 
with  an  appeal  to  one  of  the  five  senses,  it  is  the  conten- 
tion of  this  thesis  that  the  headline  is  the  best  single 
element  in  any  advertisement  for  getting  the  appeal  sf  *"?  , 
understood  and  acted  upon.  This  phase  of  the  thesis  will 
be  discussed  in  greater  detail  in  Chapter  V on  headlines. 

Aesop  Glim,  "Common  Denominators  of  Human  Nature," 

Fr inters'  Ink,  Feb.  11,  1945 
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G . Rele tive  Strength  of  Appeals 

As  already  pointed  out,  man's  adult  motives  ere 
almost  endless  and  not  all  individuals  will  react  in  the 
same  way  to  a particular  stimulus  under  c certain  set  of 
circumstances.  This  means  that  while  it  is  important  to 
appeal  to  a buying  motive,  it  is  equally  important  to  appeal 
to  the  strongest  buying  motive,  the  one  which  will  result  in 
a favorable  reaction  on  the  part  of  the  greatest  number  of 
individuals.  What  is  a powerful  appeal  now  for  a certain 
product,  may  lose  its  power  after  a lapse  of  time.  It  is 
necessary  then  to  be  ever  alert  to  circumstances  which  may 
affect  the  strength  of  an  appeal,  and  to  adopt  a /new  appeal, 
accordingly,  if  necessary.  Many  mail  order  advertisements, 
however,  have  utilized  the  same  appeal  in  the  headline  for 
a number  of  years  without  loss  in  effectiveness. 

D.  SUMMARY 

Motivation  explains  man's  behavior.  It  shows 
that  man  has  a number  of  w ants  or  motives  or  desires.  When 
they  are  stimulated  by  an  appeal  from  the  outside,  he  will 
automatically  tend  to  satisfy  them.  To  obtain  satisfaction, 
he  must  take  certain  steps,  which,  from  the  advertising  and 
selling  viewpoint,  will  result  in  the  purchase  of  the  mer- 
chandise for  sale.  The  advertisement,  with  its  component 
parts,  b the  vehicle  for  presenting  the  appeal.  Of  all 
these  component  parts,  the  headline  is  the  best  device  for 
carrying  the  appeal,  as  will  be  seen  later  on  in  chapter  /• 
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In  the  next  chapter,  Melvin  Copeland's  list  of 
consumer  buying  motives  is  discussed  in  detail  in  the 
light  of  their  application  to  retail  store  advertising. 


CHAPTER  IV  - CONSUMER  BUYING  MOTIVES 
Copeland  Lists  These  Thirty -Three 

Melvin  Thomas  Copeland  in  his  book,  "Principles 
of  Merchandising,"  published  in  1925, ^ ^ devotes  an  entire 
chapter  to  a discussion  of  consumer's  buying  motives  and 
strongly  emphasizes  the  fact  that  they  should  occupy  an 
eminent  place  in  the  advertising  and  merchandising  plans 
of  retailers , v/ holesalers  and  manufacturers.  In  arriving 
at  his  list  of  buying  motives,  he  made  a survey  of  936 
advertisements  which  appeared  in  current  periodicals  (1923). 
Like  any  other  list,  the  nomenclature  is  that  of  the  class- 
ifier; but  the  list  is  based  on  what  Copeland  found  in  ana- 
lyzing the  appeal  of  each  advertisement  and  thus  does 
represent  the  collective  experience  of  a number  of  adver- 
tisers. The  outline  of  consumer  buying  motives,  as  he  lists 
them,  is  a usable,  practical  one;  and,  of  course,  as  good 
today  as  it  was  when  it  was  formulated.  For  it  is  axiomatic 
that  the  buying  motives  of  consumers  do  not  change;  it  is 
only  their  ways  of  satisfying  them  which  change.  The  list 
follows  along  with  the  contention  of  this  thesis  that  appeals 
in  advertising  should  be  made  to  motives  with  higily  devel- 
oped social-conscious  goals  in  contradistinction  to  motives 
considered  in  the  light  of  the  rigid,  drive-impelled, 

survival-aimed  goals  of  infancy  • 

Copeland  found  that  his  analysis  included  thirty- 

three  buying  motives,  twenty-three  of  which  are  emotional 
motives  and  ten  of  which  are  rational  motives.  In  other 

ttt 


A.  W.  Shaw  Co.,  1925 
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words,  his  emotional  motives,  though  "acquired"  in  the 
sense  employed  in  this  thesis,  trace  back  to  the  three 
classifications  proposed  earlier,  namely:  (1)  desire  for 
nourishment,  (2)  sex  desire,  and  (3)  the  desire  for  physical 
comfort  which  also  includes  the  prestige  motives.  He 
represents  them  as  "impulsive  and  unreasoning  promptings  to 
action"  with  their  "origin  in  human  instincts  and  emotions." 
Rational  motives  he  describes  as  being  aroused  by  appeals 
to  the  individual’s  reason.  Appealed  to  in  such  a way, 
the  prospect  buys  only  after  judging  all  the  pros  and  cons 
of  the  purchase  before  acting.  Copeland  also  classifies 
his  list  into  primary  and  selective  motives.  He  defines 
the  pr imary  as  those  which  impart  to  customers  the  major 
initial  impulses  to  purchase;  and  the  selective  as  those 
which  make  a customer  select  one  brand  in  preference  to 
another.  The  emotional  motives  are  essentially  primary 
motives;  while  the  rational  are  mostly  selective,  but 
include  one  of  a primary  nature,  which  is  the  motive. 

Economy  in  Use  . 

A short  description  of  each  of  Copeland's  buying 
motives  follows.  Each  is  developed  in  such  a way  as  to 
show  its  application  to  retail  store  advertising.  As  far 
as  possible,  they  are  illustrated  with  headlines  from 
current  store  advertising. 

A.  EMOTIONAL  BUYING  MOT  IVES 
1.  Distinctiveness  connotates  something  thf t is  unique, 
one -of -kind , custom-made  and  the  like.  It  comes  from  an 
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innate  longing  of  man  to  excel,  to  be  different,  to  rise 
to  a superior  status  in  life.  As  pointed  out  previously, 
this  is  the  prestige  motive  which  does  not  drlginate  from 
a particular  bodily  need,  tut  as  a result  of  the  cr  genism, 
as  a whole.  It  is  usually  associated  with  merchandise  which 
is  sold  at  a premium  to  purchasers  who  are  willing  to  pay 
extra  for  the  privilege  of  owning,  or  wearing  articles  which 
stand  apart  by  virtue  of  their  unique  styling,  superb  quality 
and  high  price  , 

Examples : 

Precious  Suede  Goat  EXCLUSIVE,  Ready  To  Wear 
And  Cherish 

CUSTOMCRAFT  Creates  A New  Shoe  Silhouette  In 
The  Parisienne 

2.  Emulation  is  also  a motive  of  the  prestige  type  which 
urges  consumers  to  "keep  up".  For  example,  the  coutouriers 
of  Paris  and  New  York  adopt  the  "new  look".  Soon,  women 
everywhere  are  letting  down  their  skirts,  getting  the  full, 
swirling  silhouette,  clamoring  for  Gibson  Girl  blouses  with 
flowing  sleeves  and  black  bow  ties.  And  they  do  this  despite 
their  polled  dislike  for  the  so-called  "new  look".  Eut, 
at  the  same  time,  they  want  to  conform  and  show  that  they, 
too,  can  afford  the  new  clothes.  Thus,  emulation  is  a potent 
buying  motive  one  can  appeal  to  for  advertising  clothes, 
shoes,  cosmetics,  furniture,  millinery,  accessories;  in  fact, 
for  any  article  consumers  might  possibly  purchase,  not  for 
the  utility  or  enjoyment  of  possessing  the  article  alone, 
but  the  mere  possession  of  which  puts  him  on  an  even  economic 
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or  social  level,  et  least  subjectively,  with  his  neighbors. 

Examples : 

THE  PLARE-AWAY  - The  Spring  Goat  Fashion  That's 
Sweeping  The  Country 

THE  PLATEAU  - Adapted  From  The  New  Parisian 
Hat  Trend 

3.  Economical  Emulation  is  a motive  that  might  readily 
be  described,  as  far  as  styles  are  affected,  as  "Fashion- 
At-A-Frice".  Appeals  to  this  motive  also  tell  women  how 
they  can  "keep  up",  and  the  emphasis  is  on  the  fashion 
rightness  of  the  article,  but  at  a low  price.  Economic 
emulation  represents  the  third  phase  cf  the  fashion  cycle, 
the  first  and  second  stages  of  which  are  distinctiveness 
and  emulation.  At  the  first  showing  of  the  "new  look" 
in  Parisian  salons,  and  as  pictured  in  the  style  magazines, 
the  fashion  is  distinctive.  When  the  style  is  adopted  by 
the  larger  department  stores  and  specialty  shops,  it  is  in 
the  emulation  stage.  Once  it  arrives  at  the  economic  emu- 
lation stage  and  is  available  at  all  the  neighborhood  stores 
and  in  the  bargain  baseoients  at  popular  prices,  it  will  be 
approaching  the  end  of  its  cycle,  and  will  either  go  out 
entirely  or  be  greatly  modified  in  the  next  showings  of 
coutouriers  . As  a buying  motive,  economic  emulation  can 
be  employed  for  all  classes  of  merchandise  where  the  appeal 
is  an  association  of  emulation  and  price. 

Examples : 


Save  Up  to  3.46  On  These  Women's  Imported  Gloves 
Where  Have  You  been  Pure  Silk  Ties  For  Just  1.39 
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4.  Pride  of  Personal  appearance  is  one  of  the  most  widely 
used  of  all  consumer  buying  motives  in  retail  store  adver- 
tising. Practically  every  article  of  wear  for  men,  women, 
boys  8nd  girls  can  be  sold  through  an  appeal  to  this  motive 
for,  most  every  one  wants  clothes  that  add  to  one's  per- 
sonal attractiveness.  As  distinguished  from  the  motive  of 
distinctiveness  which  is  "to  keep  ahead,"  and  the  motive 

of  emulation  which  is "to  keep  up,"  the  motive  of  "pride  of 
personal  appearance"  urges  one  to  purchase  an  article  for 
its  inherent  attractive  qualities.  It  appeals  to  a sub- 
limated form  of  the  sex  instinct  which  makes  people  desire 
to  make  themselves  more  attractive  to  others. 

Examples : 

A New  Figure  To  Show  Off  A New  Dress 

These  New  Casuals  Make  The  Most  Of  Your  Pretty 
Junior  Figure 

5.  Pride  in  Appearance  of  Property  is  a buying  motive 
constantly  appealed  to  in  retail  store  advertising  for  the 
purchase  of  any  merchandise  which  will  add  to  the  attrac- 
tiveness of  one’s  home  inside  or  out.  Domestics,  curtains, 
furniture,  waxes,  polishes,  wallpaper,  paint,  rugs,  porch 
or  lawn  furniture,  shrubbery,  and  the  like,  are  examples , 

It  traces  back  to  the  fundamental  need  of  man  to  make  him- 
self and  the  surroundings  in  which  he  lives  more  comfortable. 

Examples  : 

Choose  Knit  Covers  Like  These  To  Make  Your 
Furniture  New  Looking 

For  Your  Dining  Room  - The  Grace  And  Beauty  Of 

Sheraton  Design  In  Gleaming  Mahogany  Veneer 
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_6.  Social  Achievement  is  a buying  motive  whioh  appeals  to 
the  desire  of  most  people  to  do  the  ’’right  thing”  and  to 
show  good  taste  with  a view  to  being  a successful  host  or 
hostess.  It  does  not  appeal  to  social  climbers,  though  it 
does  not  exclude  them,  but  to  any  group  on  its  own  social 
level.  In  retail  store  advertising  it  is  appealed  to  in 
the  sale  of  silverware,  chineware,  glassware,  table  linens, 
clothes , etc . 

Examples : 

PRECIOUS  STIRLING  By  Gorham 

Keys  Your  House  To  Beauty  - Your  Entertaining  To  Elegance 
Show  Your  Good  Taste  With  A Table  Of  Rare  Charm  and  Beauty 

7.  Proficiency  is  a buying  motive  that  is  appealed  to 
successfully  in  the  sale  of  housewares,  curtains,  domestics; 
in  fact,  for  anything  in  the  home  with  which  housewives  can 
demonstrate  their  skill  as  cooks,  housekeepers,  homemakers. 
Its  force  comes  from  the  desire  to  do  a good  iob,  both  for 
the  satisfaction  of  it  as  well  as  to  win  the  praise  of  their 
friends  and  members  of  their  families  . It  can  be  appealed 
to  those  women  who  s ew,  preserve,  knit,  do  needlework,  etc., 
and  to  those  men  who  are  hobbyists,  gardeners,  amateur 
decorators , etc . 

Examples  : 

For  You  Lucky  Women  Who  Are  Kandy  With  A Needle  ! 

Paint  Or  Stain  Them  As  You  Wish  For  New  Beauty, 
Extra  Savings 

8.  Expression  of  Artistic  Teste  is  a motive  appealed  to 

in  the  promotion  of  the  unusual  and  artistic,  such  as  items 


. 

I 

, 

* 

' 

* 

. 

l 

* 

28. 


which  might  be  found  in  the  gift,  antique  or  lamp  depart- 
ments. It  is  strong  in  those  who  feel  they  have  "the  touch," 
so  to  speak,  in  home  decorating  and  derive  immense  satis- 
faction from  the  ownership  of  items  which  they  consider 
artistic.  Their  satisfaction  flows  from  the  artistic  quali- 
ties of  the  article,  not  from  any  desire  of  distinctiveness 
or  pride. 

Examples : 

These  Lovely  Paintings,  By  Foremost  American 
Artists , For  Rich,  New  Horae  Beauty 

There  Are  So  Many  Ways  These  Originals  Csn 
Enrich  And  Beautify  Your  Home  ~~ 

9.  Happy  Selection  of  Gifts  i3  a buying  motive  to  which 
appeals  are  particularly  evident  in  retail  store  advertising 
at  the  major  gift-giving  periods  of  the  year,  namely:  Christ- 
mas, Easter,  kdtfeer's  Day,  Father's  Day,  Valentine's  Day, 
Graduation,  and  June  Brides . It  ties  up  with  the  inherent 
desire  of  man,  evident  through  the  ages,  to  give  gifts  from 
which  he,  as  the  donor,  will  receive  satisfaction  in  giving; 
and  which,  he  hopes,  will  give  pleasure  to  those  who  receive 
them . 

Examples : 

Valentine  Gifts  That  Tie  Her  To  Your  Heartstrings 

CHRISTMAS  GIFTS 

That  Tell  The  Tale  Of  Your  Affection  And 
Speak  Most  Highly  Of  Your  Selection 

10.  Ambition  is  a buying  motive  with  which  retail  store 
advertising  often  ties  up  its  offerings  appealing  to  the 
individual's  desire  to  better  himself  socially,  in  his  work 
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or  profession,  ihe  appeal  to  ambition  implies  an  advance- 
ment from  one  plane  to  another,  differing  from  appeals  to 
proficiency  and  social  achievement  which  pertain  to  success 
within  one's  class.  It  can  be  used  for  books,  book  clubs, 
shoes,  clothes,  furniture,  etc. 

Examples : 

These  Shoes  Are  For  Men  GOING  PLAGES.' 

How  To  Frepsre  For  A Better  Job  - WITH  THESE  BOOKS 
1_1«.  Romantic  Instinct  is  a buying  motive  often  appealed  to 
in  retail  store  advertising  featuring  things  for  the  bride, 
summer  vacations,  winter  vacations  in  the  South  and  for  cos- 
metics. It  pervades  the  ads  with  subtle  implication  that 
romance  and  adventure  w ill  be  more  easily  attained  if  one 
possesses  the  merchandise  advertised. 

Examples : 

Four  Ways  To  A Man's  Heart  I 

Spring  IS  YOUR  LOVE  SONG.' 

12.  Maintaining  and  Preserving  Health  is  a buying  motive 
widely  appealed  to  in  retail  store  advertising  and  is  appli- 
cable to  rubber  footwear,  rain  wear,  heating  equipment,  sun 
lamps;  to  massage  devices  for  hair,  face,  body;  to  exercis- 
ing equipment,  reducing  aids  and  cosmetics,  as  well  as  to 
household  remedies  of  every  description  Including  vitamin 
pills.  It  has  a strong  powerful  appeal  traceable  to  man's 
innate  desire  to  preserve  his  health,  to  stay  young  and 
fresh  looking. 
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Examples : 

This  New  Handy  Infra-Red  Lamp  Produces  A Heat 
Soothing  To  Muscular  Aches  And  Pains 

These  Products  For  Relief  Of  Cold  And  Headache 
Discomfort 

13.  Cleanliness  is  a buying  motive  appealed  to  in  the  sale 
of  products  conducive  to  both  personal  and  home  cleanliness. 
The  emphasis  is  on  the  means,  rather  than  on  the  results 
attained  in  better  appearance,  greater  health  and  comfort. 
These  may  include  for  the  person  such  articles  as  cold 
creams,  soaps,  dentifrices,  tooth  brushes;  and  fcr  the 
home,  such  articles  as  vacuum  cleaners,  washing  machines, 
furniture  polish,  floor  wax,  rug  and  upholstery  shampoos 
and  pa  int . 

Examples : 

Cook  In  It!  Serve  In  It!  EASY-TO-CLEAN  Glass 
Ovenware  i 

"EASY  DOES  IT.'" 

When  You  Use  This  <^uick -Acting  Cleaner! 

14 . Proper  Care  of  Children  is  another  buying  motive  of 
greet  imnortance  for  retail  store  advertising.  It  is  appealed 
to  successfully  in  the  ssles  of  things  for  boys,  girls,  and 
infants,  not  only  for  their  wear,  but  also  for  their  comfort 
and  pleasure,  such  as  infant  and  juvenile  furniture,  toys , 
books,  sleds,  bicycles,  etc.  It  springs  from  the  natural 
desire  of  the  parent  to  provide  food,  shelter  and  recreation 
for  their  children. 

Examples : 

Macy's  Gro-Shoes  Keep  Face  With  Your  Youngster's 
Growing  Feet! 

Here's  Comfort  For  The  New  Arrival! 
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^ « octisl  action  of  the  appetite  is  a motive  that  goes 
hack  to  the  primitive  urge  for  food  and  desire  to  survive. 
Now,  the  urge  is  greatly  socialized  and  the  desire  is  not 
for  food  itself , as  an  end,  hut  for  the  pleasure  and  satis- 
faction that  derives  from  enjoying  a good  meal  and  from 
the  sense  of-  well-being  that  comes  with  having  a full 
stomach.  It  is  a motive  more  extensively  used  hy  grocery 
stores,  hut  used  in  some  instances  by  rdail  department 
stores  which  maintain  restaurants,  grocery  departments, 
food  gift  shops,  etc. 

Examples : 

WHAT  A MEAL!  WHAT  A LQ7  PRICE.' 

For  A Man  Who  Loves  Good  Food  - 

THIS  SPECIAL  FOR  DAN  GIFT  BASKET 

16.  Pleasing  the  Sense  of  Tss te  is  a motive  Copeland  dis- 
tinguished from  that  of  satisfaction  rf  appetite,  stating 
that  here,  the  emphasis  is  on  the  flavor,  quality,  savor. 

It  is  used  infrequently  in  ordinary  department  store  adver- 
tising, hut  is  utilized  occasionally  by  larger  stores  to 
advertise  food  shop  delicacies  and  tobacco  products  for 
which  an  emphasis  on  taste  is  an  important  factor. 

Examples : 

Tasty  Golden  Almond  Valentine  Macaroons  I 

Six  Juicy  Servings  In  These  Flavor-Full  Cherry  Pies 

17.  Securing  Personal  Comfort  is  a buying  motive  which 
stresses  contentment  which  flows  from  physical  comfort.  It 
is  concerned  with  the  sense  of  physical  well-being  which 
results  to  an  individual  from  the  use  of  a particular  article. 
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The  ideas  at  wearing  a cool,  lightweight  suit  in  the  summer, 
or  a warm  overcoat  in  the  winter,  or  being  completely  relaxed 
on  a certain  type  of  mattress,  porch  chair  or  divan,  ere 
examples.  It’s  comfort  for  comfort's  sake,  divorced  from 
the  motive  of  maintaining  and  preserving  health,  which  in 
addition  to  health,  carries  a connotation  of  other  consid- 
erations as  "preservation  of  life,  duty,  necessity  of  pro- 
tecting earning  power,  and  family  affection."  The  motive 
of  securing  personal  com fat  is  continually  appealed  to  in 
department  store  advertising  and  in  behalf  of  all  kinds  of 
raerchandi se  . 

Examples : 

YEARS  OF  LUXURY -COMFORT  IN  THESE  INNERSFRING 
MATTRESSES 

MASSIVE  "TILT -BACK"  CHAIR  WITH  OTTOMAN 
For  Luxurious  Rest  And  Comfort 

18.  Alleviation  of  Laborious  Tasks  is  a buying  motive  which 

appeals  to  man's  inherent  desire  "to  take  things  easy"  - to 

lighten  and  speed  his  daily  chores  where  possible  with  labor- 

saving  household  devices  and  products.  Washing  machines, 

ironers,  dryers,  vacuum  cleaners,  oil  burners,  and  automatic 

stokers  are  devices  for  which  appeals  can  be  made  to  this 

motive;  and  all  kinds  of  housewares  such  as  waxes,  polishes, 

cleaners,  brushes,  pressure  cookers,  are  products  in  the 

same  classification.  In  a recent  16-page  booklet  by  Jordan 

Marsh  Company,  advertising  housewares,  the  appeal  to  this 

motive  in  the  headline  appeared  on  no  less  than  ten  pages. 
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Examples : 

It’s  the  Smart  Housewife  who  Lets  These 

Handy  Helpers  Speed  Her  Kitchn  Tasks 

Housework  Goes  Quicker  With  These  Razor- 
Sharp  Knives 

A2*  Security  From  Df ngp  r is  s buying  motive  to  which 
limited  appeal  is  made  in  department  store  advertising. 

It  can  be  appealed  to  in  the  advertising  for  slip-proof 
rug  mats;  automotive  accessories,  as  skid  chains  and 
shatter-proof  v/indshields ; pressure  cookers  approved  by 
underwriter's  laboratory;  sports  equipment  that  pads  and 
protects;  thermostatic  controlled  heating  equipment;  elec- 
tric ironers  and  toasters  that  shut  off  automatically,  etc. 
The  security  as  noted,  may  be  from  bodily  injury  due  to  the 
dangers  of  slipping,  skidding,  strenuous  sports  activity, 
explosion,  fire  and  the  like. 

Examples : 

Corrugated  Mattings  Safeguard  Footing,  Guard 
Against  Falls  I 

THIS  AUTOMATIC  ELECTRIC  BLANKET 

Approved  For  Safety  By  Underwriters ' 
Laboratories,  Inc. 

20.  Pleasure  of  Recreation  is  a buying  motive  which  appeals 
to  man's  desire  to  "get  away  from  it  all,"  from  the  dsily 
routine  of  his  job  or  the  everyday  pattern  of  his  life,  in 
order  to  refresh  his  spirit  end  strength  for  renewed  under- 
takings. In  department  store  advertising,  it  can  be 
appealed  to  for  the  sale  of  vacation  clothes,  beachwear, 
camping  and  sports  equipment,  luggage,  portable  radios, 
cottage  or  camp  furnishings,  picnic  accessories,  etc. 
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Examples : 

For  The  Lucky  Man  Going  South! 

OFF  TO  THE  COTTAGE? 

Check  These  Needs  To  Take  With  You  I 

21..  Enterte  imnent  is  a motive  that  places  the  emphasis 

on  diversion,  the  pleasant  occupation  of  attention,  as 

compared  to  the  more  strenuous  activity  implied  by  the 

motive  of  pleasure  of  recreation.  Advertising  for  games, 

indoor  sports . equipment  as  ping  pong  and  shuttle  cock, 

musical  instruments,  radios,  phonograph  records,  can  apnea 1 

successfully  to  this  buying  motive. 

Examples : 

WHEREVER  YOU  GO  THIS  SUMMER  - 

Your  Zenith  Portable  can  go.  Too  I 

HOURS  OF  PLEASURE  in  this  latest  album  by  VICTOR 
22.  Obtaining  Opportunity  For  Greater  Leisure  is  a motive 
different  from  that  of  Alleviation  of  Laborious  Tasks  which 
embraces  the  idea  of  eliminating  laborious  work  and  tiresome 
chores.  It  considers  the  time  saved  and  is  a direct  appeal 
to  the  individual's  desire  to  have  more  leisure  for  himself 
from  his  daily  tasks  to  pursue  other  activities  as  he  wishes. 
It  can  be  used  in  the  advertising  of  any  time-saving  devices 
or  products,  such  as  pressure  cookers,  washing  machines, 
ironers,  vacuum  cleaners,  automatic  stoves,  etc. 

Examples : 

Save  More  Than  One  Hour  Every  Dey  with  a 
GENERAL  ELECTRIC  DISHWASHER 

Family  Wash  Done  In  Less  Than  One  Hour 
TURNS  WASHDAY  INTO  LEISURE  DAY 
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23.  Securing  b o:nt  Cornier  t . A men’s  home  is  his  castle, 
is  the  id€  t behind  the  buying  motive  of  securing  home  com  - 
for_t.  The  enjoyment  of  one's  home  in  the  pleasure  derived 
from  its  livability  is  the  appeal.  It  implies  comfort, 
cheerful  surroundings,  home  charm  - the  joy  cf  living  in 
an  agreeable,  pleasant  environment.  Comfort  is  foremost; 
pride  of  appearance  is  secondary.  It  is  widely  appealed 

to  in  department  store  advertising  for  advertising  curtains, 
draperies,  domestics,  furniture,  rugs,  pictures,  mirrors, 
wallpaper,  paints,  etc. 

Examples : 

Enjoy  The  Comfort  Of  A Modern  Bathroom  - 
AT  LOW  COST 

Why  Not  Have  This  New  Floor  Comfort  In 
Your  Home  I 

Bjl  RATIONAL  BUYING  toCCTVES 

24 . Handiness  is  an  appeal  to  a buying  motive  which 
stresses  the  number  of  varied  uses  to  which  an  article  can 
be  adapted,  as  well  as  the  convenience  of  having  such  a 
utilitarian  product  in  one's  home  or  at  hand.  It  can  be 
appealed  to  for  the  sale  of  vacuum  cleaners  with  attach- 
ments, kitchen  gadgets,  cooking  utensils,  soap  powder, 
cleaning  or  polishing  pr  epara  tier,  s , tools,  etc. 

Examples : 

NEW i WESTING-HOUSE  AUTOMATIC  ROASTER ' 

Roasts,  Bakes,  Broils,  Stews,  Grills, 

Steams,  Preserves 

This  WRENCH  is  Five  Different  Tools  In  One  1 


. 
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£5.  Efficiency  in  Operation  or  Us^.  The  emphasis  in 
appealing  to  this  buying  motive  is  on  how  well  a product 
operates  to  accomplish  the  purpose  for  which  it  is  intended. 
Examples  ere  the  washer  "that  washes,  rinses  three  times 
damp  dries";  the  oil  burner  that  "uses  less  oil  to  give  more 
heat”;  the  floor  preparation  that  "cleans,  waxes,  polishes 
in  one  operation";  the  paint  that  "covers  in  one  easy  coat 
without  brush  marks”;  the  new  plastic-coated  cotton  table- 
cloth that  is  "proof  to  grease,  dirt,  ink  - all  wipe  off 
with  a damp  cloth.”  The  motive  in  department  store  adver- 
tising, is  extensively  appealed  to  for  housewares,  major 
appliances,  paints,  hardware,  cosmetics,  etc. 

Examples : 

You  Paint  3 To  10  Times  Paster  V/ith  A 
Craftsman  Paint  Sprayer 

N ew  Automatic  Stoker  Cut3  Furnace  Chores  to 
10  Minutes  A Day 

26 . Dependability  In  Use . For  this  motive,  as  compared 
to  Efficiency  in  Operation,  the  emphasis  is  on  the  result 
expected  from  the  use  of  an  article,  not  on  theneans.  A 
guarantee  of  steady,  dependable  performance  is  implied. 
"Deliciously  cooked  meals  in  a few  minutes”  (pressure 
cooker)  end  "a  smooth,  lustrous  finish  in  one  coat”  (p8int), 
are  examples  . 

Examples : 

TRUST  TO  NU -ENAMEL 

To  Provide  A Smooth  Lustrous  Surface 
V/ithout  Brush  Marks 

NOTHIN  G LIKE  TILFBOARD 

To  Make  Kitchen  Or  Bath  Modern,  Beautiful, 

Colorful 


. 
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— • — eFendablll^Z  lH  *-ua 1 1 ty , derives  from  the  materials, 
the  workmanship  and  the  reputation  of  the  maker  or  seller 
to  form  the  basis  to  which  this  motive  appeals,  it  offers 
the  reason  or  reasons  why  one  should  buy  the  product  adver- 
tised in  preference  to  another,  or  buy  from  the  seller  in 
preference  to  a competing  store.  The  idea  given  is  that 
the  quality  of  the  product  is  guaranteed  and  that  its  maker 
and  the  store  which  offers  it  for  sale  will  back  it  up 
against  defects.  This  motive  is  more  or  less  appealed  to 
in  all  retail  store  advertising.  To  build  a reputation  for 
honest  dealing  and  to  promote  continued  customer  satisfac- 
tion, most  stores  guarantee,  at  least  implicitly,  the  qual- 
ity of  the  merchandise  they  sell.  Refunds  or  merchandise 
replaced  cheerfully,  if  a customer  is  not  satisfied,  is 
the  order  of  the  day  in  all  stores  under  forward-looking 
management . 

Examples : 

No  Finer  Sheets  Made  Than  These 

TYPE-180  LUXURY  PERCALES  BY  CANNON 

The  Country’s  Top  Name  In  Silverware  Announces 
A LOVELY  NEW  PATTERN 

28 . Reliability  of  Auxiliary  Service  . Department  stores 
which  sell  refrigerators,  radios,  oil  burners,  vacuum 
cleaners,  tsble  electrical  appliances,  hearing  aids  and 
the  like,  should  be  able  to  offer  a repair  service  that 
is  reliable  and  satisfactory.  This  auxiliary  service 
becomes  a buying  motive  to  which  an  appeal  is  often  made. 
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Examples : 

YOU  GET  A COMPLETE  OIL  BURNER  SERVICE 

When  You  Buy  Your  Burner  At  Edgar's 

FREE.'  5 -YEAR  SERVICE  CERTIFICATE 

With  Every  Refrigerator  Purchased 

fill • burst! lity , The  appeal  to  this  motive  emphasizes  the 
capacity  of  a product  to  "stand  up"  under  long,  continued 
use,  even  in  the  face  of  extraordinary  conditions.  Depend- 
ability of  use  and  economy  in  maintenance  are  implied.  It 
is  appealed  to  in  department  store  advertising  for  many 
lines  - housewares,  domestics;  clothing  for  all  members; 
shoes,  floor  coverings,  etc. 

Examples : 

You  Can't  Wear  Colors  Off  This 
NEW  ASPHALT  FLOOR  TILE 

For  A Tough,  Hard-Wearing  Finish  - 
CHOOS1  THIS  4 -HOUR  ENAMEL 

30.  Enhancement  of  Earnings  is  a buying  motive  rarely 
appealed  to  in  department  store  advertising.  Copeland 
found  it  employed  more  often  in  farm  papers  then  in  any 
other  publications  . It  is  used  in  the  presentation  of  a 
product  as  enabling  the  purchaser  of  it  to  supplement  his 
ordinary  income  . 

Examples : 

EXTRA  CASH 

For  Farmers  Who  Raise  Bees  I 

Here's  An  Easy  ’Way  To  Earn  Extra  Cash 
In  Your  Spare  Time  I 

31.  Enhancing  Productivity  _of  Property  is  a buying  motive 
which  offers  a product  as  one  which  helps  an  individual  to 
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obtain  greater  return  from  his  property.  The  increased 
earnings  are  not  as  immediate  as  implied  in  the  appeal  to 
enhancement  of  earnings,  but  as  developing  over  a period 
of  time.  It  is  a motive  more  often  found  in  farm  journals 
and  in  mail  order  catalogues  than  in  conventional  depart- 
ment store  advertising. 

Examples : 

Why  It  Pays  To  Buy  Farm-Master  Chicks  I 

How  To  Add  Up  To  16  Years  To  The  Life  Of  Your  Barn  I 

32.  Economy  in  Use  is  the  only  primary  motive  which  Cope- 
land lists  in  his  rational  classification.  All  the  others 
are  selective.  It  appeals  to  the  desire  for  savings  which 
result  from  the  use  of  one  product  rather  than  from  the  use 
of  another  - such  as,  a washing  machine  which  uses  "less 
soap,  less  water,  less  electricity, " or  a paint  which  "covers 
in  one  coat . " 

Examples : 

PRESSURE  COOKERS  - save  steps,  save  fuel, 
save  time! 

THESE  COAL  HEATERS 

Cut  Fuel  Bills  and  Keating  Chores,  Too 

33.  Economy  in  Purchase  is  defined  by  Copeland  as  a selec- 
tive motive.  Widely  appealed  to  in  department  store  adver- 
tising, it  emphasizes  the  actual  savings  which  are  involved 
in  the  purchase  of  one  product  than  of  another.  Its  purpose 
is  to  swing  sales  away  from  similar  products  offered  by  com- 
peting stores  • 

Examples : 

Gimbel's  Saves  You  15%  To  50%  On  Unpainted  Pine 
Furniture 
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SiiLL 


! CUSTOM  SLIP  CO  VLRS 
You  Can  Save  .*28.05  to  36.05  On  A 
5-Piece  Set 


CHAPTER  V - HEADLINES 


What  i'.is ke s Them  So  Imports nt 

In  Chapter  III,  Mr.  Consumer  is  pictured  as  an 
individual  with  many,  many  wants  which  are  part  and  parcel 
of  his  self-interest.  These  wants,  of  various  degrees  of 
urgency,  occupy  the  main  flow  of  his  mind  stream,  along 
with  all  his  principal  thoughts,  willings,  sensations  and 
feelings  . In  order  to  reach  them,  it  is  necessary  to  pene 
trate  the  edge  of  the  stream  where  the  contents,  of  a more 
superficial  character,  are  caught  up  like  straws  in  the 
eddies  and  whirlpools  forming  a bulwark,  in  a way,  to  the 
attainment  of  the  main  current. 

Thus,  assuming  the  advertising  is  published  in 
the  newspapers  Mr.  Consumer  reads,  its  job  is  to  bridge 
the  gap  which  exists  between  the  contents  of  the  advertise 
ment  and  his  main  mind  flow,  the  stronghold  of  his  wants, 
whatever  the  means,  the  gap  must  be  closed  quickly  end 
positively,  for  Mr.  Consumer  skips  briskly  from  page  to 
page  of  his  paper,  looking  for  news  and  entertainment. 

As  such,  he  is  not  interested  in  the  advertising,  a fact 
which  should  be  adopted  as  a premise • 

An  essential  requirement  of  the  advertisement, 
then,  must  be  a means  which  more  than  "bridges  the  gap, 
for  that  phrase  suggests  a delaying  action.  Rather,  it 
must  be  a force,  a vital  force,  with  the  power  and  speed 
of  a propelled  missile  that  pierces  the  edge  of  the  stream 
and  drives  into  the  main  flow.  It  must  have  such  radar 
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direction  that  is  seeks  out  its  target  want  in  Mr.  Con- 
sumer to  ignite  it  and  thereby  explode  him  into  action. 

Considering  all  the  elements  in  the  advertise- 
ment separately,  including  the  layout,  the  illustration, 
the  headline,  the  copy  and  the  logotype  --  the  headline, 
packed  with  an  appeal  to  a pertinent  buying  motive,  is  the 
most  powerful  force  to  accomplish  the  task.  Most  experts 
agree  on  this  fact.  Usually,  of  course,  it  is  supported 
by  the  other  elements.  If  there  is  no  illustration,  how- 
ever, it  carries  practically  the  full  load,  with  the  copy 
as  a necessary,  but  supplementary,  force.  All  this  is  true, 
providing  the  merchandise  is  right,  the  time  is  right,  and 
the  jrice  is  right.  No  advertising  can  sell  a product  for 
which  there  is  no  need,  or  which  is  unseasonable,  or  over- 
priced . 

Here  are  what  several  authorities  say  shout  the 
importance  of  the  headline  in  advertising,  which  applies 
materially  to  retail  store  advertising. 

Don  Belding i 1 ^ 

11  Inquiry  returns  show  that  the  headline 
is  50  to  75  percent  of  the  advertisement," 

Charles  Edwards  and  'A illlam  Howard  ^ 

"All  advertisers  recognize  the  importance  of 
the  headline,  many  regard  it  as  the  most 
vital  part  of  the  advertisement." 

^■^"Six  Ways  To  Make  Your  Headline  Sell",  Printers'  Ink, 
July,  1931 

(2 ) 

"Retail  Advertising  and  Sales  Promotion",  Prentice- 
Hall,  Inc  .,  N.  Y.,  1939 
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Professor  George  Hotchkiss : ^ 

" • • • -the  headline  plays  a more  important 
part  in  determining  the  effectiveness  of 
the  advertisement  than  does  any  one  other 
element  of  the  copy.” 

Richard  Manville:^^ 


'’Mail  order  advertising  men,  whose  bread 
and  butter  depend  on  knowing  exactly  what 
makes  an  advertisement  'click',  know  that 
a headline  is  one  of  the  most  important 
elements  of  an  advertisement,  if  not  the 
mos  t . " 

John  Caples : ^ 1 

"(1)  that  the  appeal  around  which  an  adver- 
tisement is  built  is  vitally  important. 

"(2)  that  in  order  to  be  effective,  the 

successful  appeal  must  be  featured  in 
the  headlines." 


A.  q/U/JjITIES  OF  THE  HEADLINE 
Aesop  Glim,  advertising  commentator,  in  one  of 
his  articles  in  Printers  ' Ink,  says  a good  headline 
"arrests,  selects,  persuades ^ ' 1 It  must  flag  the  pros- 
pect and  induce  him  to  read  the  text  of  the  advertisement 
where  his  interest  can  be  whipped  up  further  to  persuade 
him  to  adopt  the  course  of  action  outlined.  Attention- 
getting  power,  selectivity  and  self-interest,  in  other 
words,  are  the  basic  qualities  of  the  headline,  with  self- 
interest  being  the  force  and  the  others  being  the  offspring 

^ "Advertising  Copy",  Harper  and  Brothers  Publishers, 

N.  Y.  Revised,  1936 

) "How  To  Create  And  Delect  Winning  Advertisements", 

Harper  end  Brothers  Publishers,  N.  Y.,  1947 

"Tested  Advertising  methods",  Harper  and  Brothers, 

N . Y.,  1932 

^ "Arresting  Your-  Prospects  ",  Printers  ' Ink, March  10,  1944 
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of  its  strength  and  range.  They  should  be  incorporated  in 
every  headline  and  might  very  well  be  described  as  present- 
ing the  product's  merchandising  angle.  In  addition,  head- 
lines should  be  specific,  newsworthy,  contain  the  element 
of  curiosity,  offer  a quick,  easy  way  to  the  product's 
possession,  and  be  believable  of  sincere.  It  is  not  always 
possible  to  have  all  these  latter  qualities  in  the  headline, 
but  one  should  strive  to  the  attainment  of  as  many  as 
pos  s ible  . 

1.  Self-Interest  in  the  headline  has  already 
been  dwelled  upon  at  some  length.  It  is  only  sufficient 
to  repeat  here  that  it  is  made  up  of  man's  wants  and  the 
appeal  in  headline  to  some  aspect  of  it  gives  headline  that 
golden  property  known  as  "sell."  Automatically,  and  in  the 
degree  it  possesses  an  appeal  to  self-interest,  the  head- 
liie  has  attention-getting  power  in  a like  degree.  For 
there  is  nothing  which  concerns  a .Tian  more  than  himself. 

It's  the  old  song  of  "I  LOVE  ME,  ' every  time.  He'll  read 
and  be  interested  in  anything  that  pertains  to  him.  The 
headline  may  also  obtain  attention-getting  power  by  means 
of  hand  lettering,  oversized  letters,  an  abundance  of  white 
space  around  it;  but,  it  is  better  to  consider  that  these 
"extras"  are  lacking  and  the  headline  is  standing  on  its 
own  feet,  as  it  surely  is  most  of  the  time  in  retail  store 
advertising,  and  must  obtain  its  attention-getting  quality 
from  the  potency  of  the  appeal  it  contains.  Also,  by  vir- 
tue of  its  self-interest  character,  the  headline  is  selective . 


It  attracts  those  readers  who  ere  actually  potential  purchasers 
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of  the  merchandise  for  sale.  In  other  words,  it  chooses 
its  prospects  and  eliminates  those  who  are  non-prospects  -- 
4 1 i s selective  . Thus , to  be  mos  t effective,  the  appeal 
in  its  selectivity  must  be  to  a buying  mot ive  which  encom- 
passes the  largest  group  possible  of  prospective  buyers. 

It  should  not,  by  its  wording,  omit  any  who  might  purchase. 
For  example,  the  terms  "women,”  "misses,"  "juniors  ,"  "teen- 
age", refer  to  special  size  and  style  classifications.  If 
an  article,  perhaps  a blouse  or  a skirt,  is  advertised  for 
"misses"  and  "juniors"  alone,  when  those  in  the  "women" 
and  "teen-age"  groups  can  also  wear  it,  a sizeable  market 
is  excluded.  A case  in  point  is  a current  advertisement 
with  the  headline,  "Young  Men's  Flannel  Suits,"  An  inves- 
tigation of  the  copy  shows  the  sizes  range  from  34  to  44. 

A more  selective  headline  would  have  been,  "Sizes  34  to  44 
In  Men's  and  Young  Men's  Flannel  Suits."  And  a still  better 
headline,  to  include  an  appeal  to  a buying  motive, w ould 
have  been,  "THERE'S  CASUAL  STYLE  PLUS  BUILT-IN  CD  MFORT  in 
these  Men's  Flannel  Suits,"  with  8 mention  of  the  sizes  in 
a subordinate  caption. 

Supporting  the  attention-getting,  self-interest 
and  selectivity  qualities  of  the  headline  are  the  other 
qualities  mentioned  above  — specificness,  news,  curiosity, 
quick-easy  way  end  believability . ^ ; 

2.  Specificness  advocates  ooncreteness , aptness 
and  definiteness  - urges  the  avoidance  where  possible  of 

^Caples,  John,  "Tested  Advertising  Methods",  Harper  and 
Bros.,  New  York,  1932 
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abstract  phrases  best  described  by  the  old  bromide  as 
"glittering  generalities ."  "Delicious",  "lovely",  "beau- 
tiful" , "healthful"  , "handsome"  and  the  like  are  such  words  . 
"A  Lovely  Hat",  for  example,  is  a more  specific  headline 
when  described  "The  Pour-Inch  Brim  Halos  Your  Face." 

5.  News  in  the  headline  spotlights  what's  new 
and  different  about  the  product.  Its  strength  as  a quality 
comes  from  the  vital  interest  people  have  in  the  news  . The 
news  angle  may  be  in  clothes,  as  a fashion;  in  a household 
appliance,  as  a work-saving,  time-saving  device;  in  furni- 
ture, as  following  the  latest  trend  in  home  decoration. 

Lords  or  phrases  in  the  headline,  like  "new, ""now,"  "for 
the  first  time,"  "announcing,”  "it's  here"  and  similar  ones 
help  to  obtain  the  desired  effect.  Examples  are:  "Just 
Off  the  Boat  From  England  --  Mellow,  Old  Sheffield  From  A 
Private  Collector,"  and,  "Your  Home  Will  Revolve  Around 
This  Hew  Modern  by  Drexel  (furniture)." 

4.  Curiosity  in  the  headline  is  most  desirable, 
because  the  headline  should  be  neither  a label  or  a message. 
It  purposely  omits  telling  the  entire  story  so  as  to  lead 
the  reader  into  the  copy.  It  is  effectively  aroused  by 
the  utilization  of  certain  words  and  phrases,  which  have 
been  successfully  employed  by  the  writers  of  direct-mail 
copy,  as  "which,"  "how,”  "when,"  "where,"  "these,"  "this,” 
"1-2-3  ways"  and  the  like.  "How  to  Be  Generous  To  Your  Man 
At  Christmas,"  "WHICH  OF  THESE  Gifts  Will  You  Give  This 
Christmas,"  "18  Easy  Ways  To  Save  Money,"  These  Housewares 
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Speed  Your  Chores,  Lighten  Your  Tasks,"  are  examples.  The 
words,  "Which,"  "How, " "These , " and  "Ways"  tell  something, 
but  leave  enough  unsaid  v/ith  the  promise  that  the  answer 
will  be  found  by  reading  the  copy.  They  arouse  Curiosity  . 

5.  The  quick,  easy  way  is  a quality  which  should 
be  inculcated,  where  possible,  either  directly  or  by  implica- 
tion, in  the  headline.  It  capitalizes  on  the  natural  in- 
clination of  people  to  follow  the  path  of  the  least  resist- 
ance. They  are  always  alert  to  new  products,  which  make 
their  every-day  tasks  easier,  simpler,  quicker--ana  are  easy, 
simple  and  quick  to  obtain.  Words  like  "quick,"  "simple," 
"easy,"  "like  magic,"  "short  cut"  and  others  similar  to 

them  help  to  obtain  the  desired  effect.  For  examples, 
"Delicious  Full-Course  Dinners  Prepared  in  8 Minutes"  and 
"Here’s  A Quick,  Easy  Way  to  Banish  Wash-Day  Drudgery." 

6.  Believability  implies  sincerity p No  headline 
should  co'ntain  statements  which  tax.  the  reader's  belief,  in 

4 

an  attempt  to  get  his  attention  and  interest  . If  it  does  , 
it  will  be  for  only  a moment.  The  reader  will  reject  the 
advertisement  as  being  vrorthless,  and  his  goodwill  and  patron- 
age may  be  lost  to  the  3tore  as  a backfire  to  the  attempt 

at  trickery. 

7.  Appropriateness  and  Cheerfulness  ^ ^ - pn  the 
headline  are  two  additional  qualities  not  mentioned  above 
but  worthy  of  consideration. 

Edwards,  Charles  M.  and  William  H.  Howard,  "Retail  Ad- 
vertising and  Sales  Promotion",  Prentice-Hall,  Inc., 
1939. 
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A headline  is  appropriate  when  its  form,  meaning 
and  wording  are  suited  to  the  purpose  of  the  advertisement. 
Fashion  headlines  should  be  style-wise  and  smartly  phrased: 
while  those  for  housewares,  domestics  or  curtains  should  be 
practical  and  down-to-earth.  It  is  the  difference  between 
the  fashion  headline,  ’’the  new  dresses  are  tiny-wsisted  and 
hip-rounding"  and  the  utility  headline,  "for  a work-saving, 
eye-filling  kitchen  --  24  to  48-inch  cabinet  sizes." 

Cheerfulness  in  a headline  is  important  because 
readers  react  naturally  to  what  is  pleasant  and  avoid  what 
is  unpleasant.  They  like  what  is  positive,  dislike  what 
is  negative.  By  virtue  of  its  cheerfulness,  a headline  has 
color,  brightness,  freshness  --  it  is  not  dingy,  dismal  or 
stale.  It  is  the  headline,  "fresh,  festive  p*  ints  in  wash- 
fast  colors  for  sparkling  kitchen  sets,"  as  compared  to 
"printed  toweling  for  dull,  dreary  kitchens." 

B.  KINDS  OF  HLADLP'ES 

As  stated  above,  all  headlines  should  hsve  the 
first  qualities  of  self-interest,  attention-getting  snd 
selectivity.  They  are  the  sine  qua  non  of  the  headline. 
Headlines  should  also  have  as  many  as  possible  cf  the  supp- 
lementary qualities  described  above.  Headlines,  however, 
are  classified  according  to  the  purposes  for  which  they  are 
intended.  The  four  classifications  of  Jlines  proposed 
for  real  store  advertising  ere  news,  curiosity,  sunmery 
and  label. 

1.  The  news  headline  has  the  definite  purpose 
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to  emphasize  the  news  angle  of  the  advertisement.  It 
introduces  a new  style  trend  in  dresses,  coats,  shoes,  hats, 
etc;  or  announces  a new  product,  new  department,  new  service, 
a new  promotional  activity.  It  is  a statement  of  fact  which 
attracts  readers  who  are  interested  in  what  it  has  to  offer. 
It  makes  use  of  the  word  devices  outlined  in  the  paragraph 
on  the  news  quality  of  the  headline  to  present  its  message 
in  an  exciting  manner  . The  following  headlines  leave  little 
to  doubt  about  their  news  value:  "AT  LONG  LAST  I BACK  AGAIN 
AFTER  5 YEARS.1  PEPPERELL'S  180-COUNT  PERCALE  SHEETS."’  or 
"GILCHRIST fS  HAS  ELECTRIC  REFRIGERATORS  FOR  IMMEDIATE  DE- 
LIVERY?" or  "THE  NEW  BOLERO  SUITS  ARE  BRIGHTER,  FULLER - 
SKIRTED." 

2 . The  Curios ity  Headline  takes  its  form  in  a 
provocative  statement  or  in  a question.  The  provocative 
statement  is  a better  vehicle  because  the  question  is  apt 
to  invite  a flippant  answer  in  the  mind  of  the  reader.  Its 
purpose  is  mainly  to  excite  curiosity  to  the  extent  thst 
the  reader's  interest  will  be  so  stimulated  that  he  will 
investigate  further  and  read  through  the  advertisement. 
Therefore,  Lt  is  not  a statement  of  fact  or  specific  in 
its  content.  Examples  are,  "HOW  TO  TELL  A GOOD  HAT", 

" TWO  W TEKS ' VACATION  WITH  PAY",  "WHY  PaY  MORE  FOR  A FUR 
CCA  T " and  "FOR  FUN  UNDER  THE  SUN." 

3,  Summary  and  Informative  headlines  have  the 
object  of  giving  a telegraphic  resume  of  the  dominant 
feature  of  the  merchandise  offered.  Both  are  essentially 
the  same  except  that  summery  headlines  are  more  general  in 
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their  phrasing  and  refer  to  a group  of  items  while  informa- 
tive headlines  are  more  specific  and  spply  to  particular 
items.  Th  summary  headline  is  usually  found  across  the 
top  of  a store-wide,  or  all-inclusive-item  advertisement 
or  over  a section  or  sections  within  the  advertisement  that 
contain  a number  of  related  items.  An  informative  headline 
is  restricted  in  its  use  to  single  items  advertisements. 
These  are  summary  headlines  . They  appeared  in  a full-page 
Thanksgiving  advertisement  on  housewares,  heading  up  four 
distinct  sections  within  the  ad: 

a.  MAKE  YOUR  HOME  COZIER,  P RETT  HR,  MORE 
CQiviFORTABLE  FOR  THE  THANKSGIVING  HOLIDAY 

b.  SAVE  TIME  AND  LABOR  ON  PHANKS  ' 

CLEANING  --  USE  THESE  SPECIAL  PRODUCTS 

c.  LOW  PP.ICED  DEVICES  THAT  LEND  HELPING 

HANDS  AND  COMFORT  TO  HOME  TASKS 

d.  VALUE-PACKED  CUES  TO  EASIER,  QUICKER, 

BET  PER  PASTING  THANKSGIVING  DINNERS 

These  are  informative  headlines: 

a . "The  Only  Diamond  With  86  Active  Facets" 

b.  "Every  Line  Of  'This  Dress  Flatters  Your 

Half -Size  Figure" 

c.  "The  Long  Torso  Look  Is  Effected  ««ith 

Peplums  and  Side  Drapes" 

4.  Label  headlines  merely  identify  the  merchan- 
dise in  the  advertisement,  as  "Men's  White  Shirts,  $2.69, 
"Women's  Perea le * Aprons , $ .98,"  or "Boys'  Blue  Denim  Over- 
alls, ^1 .98 ."  They  contain  no  appeals  to  buying  motives. 
For  their  selling  force,  they  depend  on  the  reader's  past 
experience  with  the  items.  This  thesis  precludes  the  use 
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of  label  headlines  in  single  item  advertisements  because 
it  advocates  that  every  advertisement  should  feature  an 
appeal  to  some  buying  motive;  even  though  it  may  be  de- 
ferred to  a sub-cation  by  reason  of  a lack  of  space.  It 
is  just  as  easy  to  say  "MEN'S  WHITE  SHIRTS  --  fine-count 
broadcloths,  sanforized,  and  a whale  of  a buy  at  $2.69," 
or  "WOMEN'S  PERCALE  APRONS  --  gypsy  floral  prints,  coverall 
styles,  worth  every  bit  of  $1.49."  Label  headlines  have  a 
place  in  store-wide  advertisements,  but  should  srpear  alone 
with  a number  cf  others  pertaining  to  similar  items  under 
a summary  headline  which  highlights  the  features  of  the 
advertisement  or  section,  probably  giving  a reason  for  the 
sale,  and  making  a direct  bid  to  one  or  more  buying  motives. 
Label  headlines  are  correctly  used  as  follows,  in  conjunc- 
tion with  a summary  headline: • 


HOW  TO  SOLVE  THE  GIFT  PROBLEM  FOR  .1ANY  ON  YOUR  LIST  J 


kisses " 
New 

Blouses 


Infants  1 
All  Wool 
Sweaters 


Boys  ' 
All  Wool 
Gloves 


2 .98 


3.98  1.50 


LENGTH  OF  HEADLINES 

Abraham  Lincoln,  when  asked  how  long  a letter 
should  be,  replied,  "it  should  be  like  a man's  legs,  long 
enough  to  reach  the  ground."  In  other  words,  the  length 
of  the  headline  is  not  important  as  long  a3  it  does  the  job 
for  which  it  is  intended.  A long  headline  can  al-ays  be 
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broken  up  with  the  first  two,  three  or  four  words  capital- 
ized and  the  remainder  of  the  headline  in  a sub-caption  in 
lower  case  bold  type.  It  would  seem  that  experts  who  hsve 
made  issues  of  the  fact  that  a headline  should  have  three 
words  or  seven  words,  or  not  more  than  13  words,  have  con- 
cerned themselves  unnecessarily.  A headline  has  either  to 
announce,  to  arouse  curiosity,  to  inform  or  to  summarize, 
and  it  requires  the  means,  in  the  form  cf  words  or  phrases, 
to  accomplish  these  ends  meet  effectively.  In  fact,  a 
recent  trend  in  retail  store  advertising  was  the  poster-type 
of  advertisement,  which  contained  a headline  and  a number 
of  sub-headlines  all  in  display  type  without  any  or  very 
short  cony. 

j 

SUB -HEADLINES 

Sub-headlines,  more  commonly  called  sub-heads, 
are  headlines,  in  effect,  but  in  most  cases  present  sub- 
ordinate information  than  that  contained  in  headlines. ^ ^ 

The  added  information  either  explains  or  amplifies.  All 
the  rules  for  writing  headlines  apply  to  sub-heads  and  it 
is  just  8 s important  for  them  to  appeal  to  buying  met  ives 
as  the  headlines  . Another  way  to  employ  sub-heads  is 
exemplified  in  the  follow ing  pages  which  contain  a number 
of  headlines  broken  up,  because  of  their  length,  into  com- 
bination main  and  sub-heads  . Lach  combination  gives  the 
appearance  and  effect  of  a single  headline.  Sub-hesds  are 
also  used  to  break  up  the  copy,  not  only  to  make  for  faster 

^Edwards,  Charles  M.  and  William  Howard,  "Retail  Store 
Advertising  and  Sales  Promotion",  Prentice-Hall, 
Inc.,  1939. 
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reading  and  e more  interesting-looking  page,  "but  to  provide 
spots  of  color  and  information  which  together  carry  the 
eye  and  mind  down  through  the  advertisement  to  the  point 
where  the  reader  gets  a complete  advertising  impression  and 
action  is  induced. 

SUMMARY 

The  headline  can  he  the  most  powerful  single 
element  in  any  advertisement,  if  it  is  based  on  an  appeal 
to  a buying  motive  and  contrived  with  recognition  of  cer- 
tain principles  for  headline  construction  . By  virtue  of 
its  appeal,  the  headline  has  self-interest,  selectivity, 
attention-getting  power.  By  virtue  of  its  construction, 
it  is  specific,  newsworthy,  contains  the  element  of  curiosity, 
offers  a quick,  easy  way  to  the  product's  possession,  and 
is  believable.  It  is  appropriate  and  cheoful,  as  well. 

In  the  next  chapter,  a demonstration  is  undertaken  which 
results  in  many  headlines  that  appeal  to  various  buying 
motives  and  which  shows  the  application  of  the  different 
means  of  obtaining  the  qualities  of  construction  outlined 


above  . 
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CK AFTER  VI  - SIX  CASE  REPORTS 

How  Headlines  for  5 Products  Survived 

— ■ ■ ■ - ■ ■ ~|  - ___  * . ■ , 

The  purpose  of  this  chapter  are  three-fold,  as 

follows : 

a.  To  demonstrate  the  use  of  Copeland’s  list 
of  buying  motives  as  a practical  source 
of  inspiration  and  guidance  in  writing 
headlines  for  retail  store  advertising 
which  incorporate  appeals  to  man's  inner 
wants  . 

b.  To  demonstrate  the  application  of  many  of 
the  principles  for  writing  headlines,  as 
outlined  in  Chapter  V. 

c.  To  demonstrate  that  while  an  appeal  to  a 
buying  motive  is  important  in  the  headline, 
it  is  equally  important  to  make  an  appeal 
to  a selected  buying  motive  for  the  largest 
return.  By  selected  buying  motive  is  meant 
one  that  appeals  to  the  greatest  possible 
number  of  readers  . 

These  different  objectives  will  be  accomplished 

in  the  following  manner: 

a.  By  making  a special  study  of  headlines  with 
reference  to  six  products  in  the  housewares 
group,  namely:  all-steel  slat  Venetian 
blinds;  Beacon  Wax,  a floor  and  linoleum 
polish;  Renuzit,  a liquid  cleaner  for 
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upholstery  and  rugs:  Rubbermaid  Products, 
housewares  for  kitchen  and  bathroom;  and 
Nu -Enamel,  a paint  for  home  decoration. 

b.  By  checking  each  product  against  Copeland's 
list  of  thirty-three  buying  motives  and 
writing  headlines  for  every  applicable 
buying  motive. 

c.  By  making  an  opinion  survey  on  an  arbitrary 
selection  of  six  headlines  (in  most  cases 
three  emotional  and  three  rational)  in  each 
grouping,  to  show  that  appeals  vary  in 
strength  and  that  careful  attention  should 
be  given  to  the  selection  of  an  appeal  in- 
order  to  utilize  the  one  which  will  result 
in  the  greatest  return  in  sales. 

For  convenience  in  handling  the  information, 
each  product  will  be  considered  in  individual  case  reports. 

Before  starting  the  case  reports,  it  is  necessary 
to  write  briefly  regarding  copy  testing,  This  subject  is 
wide-spread  in  its  area  and  complicated  in  its  procedures, 
so  only  the  highlights  of  it  can  be  presented  here,  with 
special  reference  to  that  phase  of  it  which  is  employed 
in  the  cases  to  be  reported  upon. 

Lyndon  0.  Brown, ^ in  his  book  "Market  Research 
and  Analysis",  outlines  three  methods  of  market  research. 
They  are  summarized  briefly,  as  follows: 

a.  SURVEY  METHOD  - which  is  sometimes  called 

^ "Market  Research  and  Analysis",  The  Ronald  Fress  Co., 

N.  Y.,  1946 
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the  questionnaire  technique,  provides  date 
from  answers  to  questions.  Brown  notes 
three  kinds  of  surveys : 

1.  Factual  Survey  - the  person  inter- 
viewed merely  acts  ss  a reporter 
and  furnishes  the  answers  to  the 
questions  asked  from  his  experi- 
ence. Sample  questions  might  be, 
nHow  much  did  you  pay  for  your 
radio?"  "What  hand  soap  do  you  use?" 

2.  Opinion  Survey  - the  person  ques- 
tioned is  requested  for  his  opin- 
ion. For  example,  "Which  design 
(package)  do  you  think  is  the 
most  beautiful?" 

3.  Interpretive  Survey  - the  person 
questioned  is  asked  why  he  does 
certain  things,  "Why  do  you  use 
this  brand  of  soap?",  is  an  example. 

B.  OBSERVATIONAL  METHOD  - furnishes  data  which 
is  gathered  by  direct  observation.  For  ex- 
ample, an  investigator  takes  an  inventory  of 
pantry  shelves  to  determine  what  brands  are 
actually  used  in  the  home . 

G.  EXPERIMENTAL  METHOD  - provides  data,  relating 
to  sales  and  advertising,  which  ere  gathered 
under  conditions  that  are  the  same  as  those 
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found  in  an  actual  situation.  For  example, 
several  advertisements  are  published  in 
typical  markets  to  find  out  which  one  is 
the  most  productive. 

This  thesis  makes  use  of  the  opinion-survey 
method  to  demonstrate  that  all  buying  motives  are  not  of 
equal  strenth;  and  consequently,  one  should  strive  to 
build  up  an  empirical  knowledge  of  what  appeals  produce 
the  best  result's  for  particular  products  . By  empirical 
knowledge  is  meant  the  findings  of  one's  experience  in 
closely  checking  results  of  the  advertising  for  any  article 
when  different  appeals  are  made.  This  is  the  only  prac- 
tical method  of  copy-testing  in  retail  store  advertising, 
where  little  or  no  pre-testing,  in  the  accepted  methods 
of  those  outlined  above,  is  ever  done.  When  the  most 
potent  appeal  to  a buying  motive  for  any  product  is  dis- 
covered by  this  empirical  elimination,  it  can  be  applied 
in  a dozen  different  ways.  United  only  by  the  extent  of 
the  writer's  creative  skill.  As  mentioned  previously, 
however,  one  should  be  alert  to  any  circumstance  which 
might  change  the  nature  of  the  appeal. 

The  opinion  survey  of  this  thesis  takes  the  form 
of  six  mailed  questionnaires,  one  on  each  of  the  six 
housewares  products  mentioned  above.  The  questionnaires 
are  essentially  the  seme  in  form.  Each  features  six  head- 
lines chosen  arbitrarily  (but  including  some  emotional  and 
some  rational)  from  a list  of  headlines  written  after 
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checking  the  product  against  all  the  applicable  buying 
motives  in  Copeland's  list.  About  170  questionnaires 
on  each  product,  for  a total  of  1000  on  the  six,  were 
placed  as  enclosures  in  one  cycle  of  the  monthly  state- 
ments to  charge  customers  of  a department  store.  Only 
one  questionnaire  was  included  with  each  statement.  A 
self-addressed,  prepaid  postage  envelope  was  also  enclosed. 
The  returns  on  each  questionnair  averaged  18%.  They  were 
supplemented  by  distributing  questionnaires  to  a number  of 
office,  store  and  newspaper  workers,  mostly  women,  who 
could  be  considered  potential  users  of  the  products.  The 
total  number  of  returned  questionnaires  was  364,  an  average 
of  60  on  each  product.  Inasmuch  as  each  questionnaire  rep- 
resents six  opinions,  the  364  returns  comprise  a total  of 
2184  opinions . 

Each  questionnaire  asked  the  receiver  to  rate 
the  six  headlines  it  featured  as  first  best,  second  best, 
third  best,  through  the  six,  nin  the  order  in  which  they 
appeal  to  you  and  make  you  want  to  know  more  about"  the 
product.  These  ratings  on  individual  questionnaires  were 
evaluated  by  assigning  to  them  values  of  5 for  a first, 

4 for  a second,  3 for  a third,  2 for  a fourth,  1 for  a fifth 
and  0 for  a sixth.  Thus,  it  was  possible  to  arrive  at  a 
total  customer  evaluation  for  each  of  the  six  headlines 
on  each  product.  The  headline  rated  first  for  any  product 
was  regarded  as  100%  for  its  particular  grouping  and  the 
related  headlines  with  lower  ratings  were  measured  against 
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it  in  percentage  terras.  It  is  considered  that  if  the  head- 
lines in  each  set  appe  sled  to  buying  motives  of  equal  strength, 
they  would  average  out.  If  they  didn't  average  out,  it  must 
be  considered,  then,  that  there  is  a difference  of  strengths 
among  them  and  that  their  relative  strengths,  one  against 
the  other,  are  indicated  by  the  percentages  determined  for 
them  as  a result  of  the  survey. 

The  six  case  reports  follow. 
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CASE  NUMBER  ONE  - BEACON  WAX 


Peacon  Wax  is  a non-rubbing,  self -polishing 
liquid  wax.  It  is  suitable  for  wood  floors  and  linoleums. 
Applied  with  a felt  applicator,  it  provides  surfaces  with 
a smooth,  high  gloss  that  is  quick  drying,  long-wearing. 

With  this  information  as  a basis,  the  following 
headlines  were  written  for  Beacon  Wax , after  checking 
against  Copeland's  thirty-three  buying  motives  as  listed 
in  Chapter  IV. 

A . Emot ional  Buying  Motives 

1.  Emulation 

HAVE  THOSE  SPARKLING  FLOORS 

and  linoleums  that  you  see  in  the 
newest,  smartest  homes! 

2 . Economic  Emulati on 

IT  COSTS  SO  LITTLE 
to  make  your  floors  and  linoleums 
the  envy  of  the  neighborhood  I 

3 . Pride  in  Appearance  of  Property 

YOUR  FLOORS  WILL  SPARKLE 
with  added  beauty  when  you  use  this 
amazing,  non^rubbing  wax  I 

4 . Proficiency 

A TASK  WELL  DONE 
is  something  you  can  be  sure  of 
when  you  use  this  wonder  wax! 

5 . C leanllness 

YOUR  WHOLE  HOUSE 

will  reflect  the  clean,  sparkling 
look  of  "Beacon"  - waxed  floors! 
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6 . Alleviation  of  Laborious  Tasks 

LASTS  3 TO  5 TIMES  LONGER 
Save  continual  waxing  of  floors  with 
this  quick-drying,  non-rubbing  wax  I 

7 . Obtaining  Opportunity  for  Great  Leisure 

SPEND  LESS  TIME  WAXING.' 

Enjoy  more  freedom  for  leisure--  use 
this  longer -wearing,  quicker-drying  wax  I 

8 . Securing  Home  Oom fort 

YOUR  WHOLE  FAMILY 

will  enjoy  the  beauty  offloors  and 
linoleums  that  are  "Beacon"  - waxed  I 


B . Rational  Buying  Motives 
9 • Ef f 1c 1 ency  in  Operation 

IT'S  A C INCH 

"Beacon"  wax  goes  on  easily,  requires 
no  rubbing,  and  dries  with  a gloss,' 

10 . Dependability  in  Use 


SEE  FOR  YOURSELF 

how  your  floors  and  linoleums  sparkle 
with  new  life  after  a coat  of  this  wonder  wax  i 

11 , Depe ndabilitv  In  Quality 

NO  WONDER 

so  many  housewives  buy  this  particular 
brand  of  wax  again  and  again  I 

12  , Economy  in  Use 


MORE  COMFLETE  SATISFACTION 
than  this  amazing  wax  gives  could  not 
be  bought  at  any  price'. 

The  headlines  1,  2,  7,  9,  10  and  12,  containing 
appeals  to  three  emotional  and  three  rational  buying  motives, 
were  segregated  for  testing  in  questionnaire  1,  The  results 
of  the  test  are  shown  below  in  Table  1, 


TABLE.  1 --  RESULTS  0?  SURVEY  0U  BEACON  'VAX 


Head- 

line 

Returns 

Total 

Evalua 

Percentage 

Ratin 

Numerical 

Rating 

1 

67 

135 

56% 

5 

2 

67 

195 

81% 

3 

7 

67 

240 

100% 

1 

9 

67 

204 

85% 

2 

10 

67 

147 

62% 

4 

12 

67 

94 

59% 

6 

Headline  number  7,  an  appeal  to  the  emotional 


buying  motive  of  Obtaining  Greater  Opportunity  For  Lei- 
sure,  was  15/o  stronger  than  the  seccr  d place  winner, 
Efficiency  in  Operation  or  Use ,a  rational  buying  motive. 

An  appeal  to  Economic  Emulation,  an  emotional  buying  motiv 

rated  quite  close  to  the  Number  2 headline.  Appeals  to 

\ 

emotional  buying  motives  took  two  of  the  top  three  places 


. 


. 


. 


63. 


CASE  NUMBER  TWO  - RUBBERMAID  HOUSEWARES 

Rubbermaid  housewares  is  a line  of  rubber 
products  for  kitchen  or  bathroom.  For  the  kitchen,  they 
include  stove  and  sink  mats  in  various  sizes,  dish  drainers, 
sink  strainers,  shower  mats,  toilet  trays,  soap  dishes,  etc. 
Made  of  a tough  synthetic  rubber,  superior  to  natural  rubber 
and  ordinary  synthetic  rubber,  Rubbermaid  products  protect 
surfaces  from  scratches,  wear,  heat.  They  will  not  soften, 
peel,  slide,  or  curl.  Available  in  blue,  red  or  green  for 
matching  sets,  they  conform  with  popular  kitchen  color 
sch  ernes  . 

After  a study  of  this  information  in  the  light 
of  Copeland's  list  of  33  buying  mot  ives  , the  following 
headlines  wdre  written  for  Rubbermaid  Housewares: 

A . Emotional  Buying  Motives 

1 . Emulation 

LEADING  HOi.iEMAKl.RS 
praise  these  matching  housewares  in- 
choice  of  blue,  green  and  red 

2 . Economic  Emulation 

NEW RUBBERMAID  HOUSEWARES 
of  8 new  synthetic  rubber  superior  to 
natural  rubber  - at  truly  modest  prices 

3 . Pride  In  Appearance  of  Property 

FOR  MORE  CHARM 

in  your  kitchen,  select  these  colorful 
matching  housewares  by  Rubbermaid 

4 . Proficiency 

SMART  HOUSEWIVES 

choose  these  rubber  housewares  for  easier, 
safer,  speedier  housekeeping 
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5.  A1 leviat ion  of  Laborious  Tasks 

relax:  they 're  BACK  . r • 

Rubbermaid  housewares  are  here  to  lighten 
your  work  end  speed  your  chores 


6.  Cleanliness 


USE  TEESI  HANDY  HEIFERS 
to  halp  you  maintain  a sparkling  clean  kitchen 
with  Jess  effort. 


7 . Securing  Home  Comfort 


THESE  HOUSEHOLD  AIDS 

add  cheerful  color  and  fuller  comfort  to 
your  kitchen  and  bathroom 


B.  Rational  Buying  Motives 
8.  Handiness  • 


THESE  EASY  WAYS 

to  speed  your  kitchen  tasks,  to  bring 
safety  and  color  to  your  bathroom 

9 . Dependability  in  ^,uaJity 

N EA  KITCHEN  ACCESSORIES 
of  an  amazing  synthetic  rubber  that’s 
superior  to  natural  or  ordinary  synthetic  rubber 

10  . Dependability  in  Use 

THESE  RUBBERMAID  HOUSEWARES 

for  longer  service,  greater  satisfaction 
in  your  kitchen  and  bathroom 


11 . Durability 


NEV$ ! AMAZING.' 

are  these  housewares  of  a tough,  synthetic 
rubber  that  wears  and  wears 

From  this  list,  headlines  2,  4,  5,  8,  10  and  11 

were  selected  for  testing  in  questionnaire  2,  the  results^ 

of  which  are  shown  below  in  Table  2. 


ABLE  2 --  RESULTS  OF  SURVEY  OK  RUBBERMAID  PRODUCTS 


Head  - 
line 

Returns 

Total 

Evaluation 

Percentage 

Rating 

Numerical 

Rating 

2 

51 

131 

86% 

4 

4 

51 

143 

94% 

2 

5 

51 

151 

100  % 

1 

8 

51 

113 

68 % 

5 

10 

51 

94 

62% 

6 

11 

51 

136 

90% 

3 

Appeals  to  the  emotional  buying  motives  Allevia- 


tion of  Laborious  Tasks  and  Proficiency  rated  first  and 
second  places  respectively.  Third  place  went  to  an  appeal 
to  the  rational  buying  motive  Durability  . Appeals  to 
emotional  buying  motives  capture  two  out  of  the  first 
three  places  . 


■ 


, 

. 


CASE  NUMBER 


*Z. 

Kj 


STEEL  SLAT  VENETIAN  BLINDS 


All-steel  slat  Venetian  blinds  afford  many 
advantages . They  considerably  improve  the  appearance  of 
windows,  giving  them  a modern  look  that  is  distinctive, 
charming,  rich -looking . They  allow  a better  control  of 
light,  shade,  and  air,  help  protect  rugs  and  upholstery 
from  fading.  Fully  enclosed  wood  headboards,  durable 
steel  slats,  and  solidly  woven  tapes  add  to  their  strength 
and  beauty.  They  are  64"  long,  come  in  widths  from  23"  to 
36  " . 


Working  from  these  facts,  and  checking  against 
all  pertinent  buying  motives  in  Copeland's  list,  the  fol 
lowing  headlines  were  written: 

A . Emotional  Buying  Motives 
1.  Emulation 


DISTINCTIVE  WINDOWS  QUICKLY 
with  these  all-steel  slat  Venetian  blinds  like 
those  found  in  country's  smartest  homes 

2 , Economic  Emulat ion 

LUXURY  -L0 OKING-  WINDOW S 
of  good  taste  are  yours  with  these  low- 
cost  steel  slat  Venetian  blinds 

3 . Pride  in  Appearance  of  Property 

AMAZING  WINDOW  BEAUTY 

when  you  choose  all-steel  slat  Venetian  blinds 
that  give  a rich,  smart  look 


4.  Cleanliness 


WINDOWS  THAT  SPARKLE 

the  baked  on  ivory-enamel  finish  of  all-steel 
Venetian  blinds  cleans  smartly 
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5 . Securing  Rome  Comfort 

ROW  TO  CONTROL 

the  amount  of  sun,  shade  and  air  you 
want  for  home  comfort 


6.  Securing  Personal  Comfort 

■ - ■ — — - ■ 

SEE  FOR  YOURSELF 

how  steel-slat  Venetian  blinds  eliminate 
direct  drafts,  control  sun  and  shade 


B,  Rational  Buying  Motives 

7 • Efficiency  In  Operation 

FINGERTIP  CONTROL 

operates  these  all-steel  slat  Venetian 
blinds  smoothly  and  noiselessly 

8 • Dependability  In  Quality 

STEEL  IS  BETTER 

in  Venetian  blinds  because  it  looks  smarter, 
lasts  longer,  costs  no  more 

Headlines  1,  2,  3,  6,  7,  and  8 were  surveyed  in 

questionnaire  3,  and  the  results  of  the  test  are  shown 

below  in  Table  3 . 


TABLE  3 --  RESULTS  OF  SURVEY  ON  ALL-STEEL 

SLAT  VENETIAN  BLINDS 


Head- 

line 

Returns 

Total 

Evaluation 

Percentage 

Sating 

Numerical 

Rating 

1 

66 

131 

72% 

5 

2 

66 

154 

87% 

4 

3 

66 

174 

96% 

2 

6 

66 

181 

1C0% 

1 

7 

66 

167 

92% 

3 

8 

66 

175 

96% 

2 

This  survey  gave  first  place  to  an  appeal  to 
the  emotional  buying  motive  Securing  Home  Comfort  and 


. 

. 


resulted  in  a tie  for  second  place  between  appeals  to  Pride 


68. 


in  Appearance  of  Property,  an  emotional  buying;  motive,  and 
Dependability  in  quality , a rational  buying  motive. 

Efficiency  in  Operation,  also  a rational  buying  motive, 
rated  third  place . The  percentage  spread  between  first 
and  second  places  isn't  wide  enough  to  warrant  stating 
that  the  top  winner  is  substantially  stronger  than  those 
that  tied  for  second  place.  One  can  say,  however,  that  the 
first  place  headline  had  much  more  power  than  that  which 
won  third  place  with  a rating  of  92$.  Emotional  and  rational 
buying  motives  were  fairly  evenly  divided  in  attaining  top 


honors  . 


. 

. 

. 
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C^SE  NUMBER  4 - RENUZIT,  A CLEANING  FLUID 

Renuzit  is  a cleaning  fluid  that  permits  French 
dry  cleaning  at  home  simply  and  efficiently.  Articles  are 
cleaned  by  dipping  them  several  times  in  the  liquid.  After 
being  gently  squeezed  to  remove  all  excess  liquid,  they  are 
hung  out  to  dry  and  air.  Convenient,  economical  and  time- 
saving, Renuzit  is  available  in  quart,  gallon  and  2 gallon 
sizes  . 

The  above  information  served  as  a basis  for 
writing  the  following  headlines,  after  referring  to  each 
one  of  Copeland 's  35  buying  motives  . 

A . Emotional  Buying  Motives 

1 . Emulation 

THIS  MAGIC  CLEANER 

keeps  your  clothes  looking  as  fresh  and 
clean  as  the  day  they  were  bought  I 

2 . Economic  Emulation 

YOU  'LL  BE  WELL-GROOMED 
yet  save  dollars  on  clothes 
cleaned  at  home  this  way! 

3 . Pride  of  Personal  Appearance 

YOUR  PERSONAL  APPEARANCE 

is  important  I Keep  your  clothes  spick 
and  span  with  this  remarkable  home  cleaner! 

4 . Pride  in  Appearance  of  Property 

FRIENDS  WILL  ADMIRE 
the  spotless  beauty  of  your  draperies, 
curtains,  furniture  covers  cleaned  with 
"Renuzit " ! 

5 . Proficiency 

FROVE  TO  YOUR  OWN  SATISFACTION 
that  "Renuzit"  is  the  modern,  sensible 
way  to  clean  clothes--at  home  I 


. 
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6.  Cleanliness 


HERE’S  AN  INEXPENSIVE  WAY 
to  assure  cleanliness  in  clothing 
with  no  long  waits  or  inconvenience! 

7 . Securing  Personal  Comfort 

YOU'LL  FEEL  BETTER 
knowing  that  clothes  cleaned  in 
"Renuzit”  are  spotless  and  neat! 

8 . Securing  Home  Comfort 

HOME  CAN  BE  COMFORTABLE 
only  when  you  know  your  furnishings 
are  spotless --cleaned  the  "Renuzit"  way! 


B.  Rational  Buying  Motives 


9.  Handiness 


THE  USES  ARE  COUNTLESS 
for  speedy,  easy-to-use  "Renuzit" 
that  cleans  so  many  different  things ! 

10 . Efficiency  in  Operation  or  Use 

IT'S  ALMOST  UNBELIEVABLE 
the  way  dirt  and  spots  disappear  from 
clothing,  leaving  it  clean  and  like  new ! 

11 . Dependability  In  Use 

RETURN  SALES  PnOVE 

that  "Renuzit"  Is  a dependable,  efficient 
dry  cleaning  agent  for  clothing  and  home! 


12  , Dependability  In  Quality 

IN  A CLASS  BY  ITSELF 
this  remarkable,  efficient  dry  cleaner 
has  proven  its  worth  for  years  I 


13  . Economy  In  Us  e 


SAVE  CLEANING  BILLS  GALORE 

this  home  dry  cleaner  saves  dollars 
of  your  rnoney--gives  quick  service  ! 

Following  the  same  procedure  as  in  the  previous 

three  cases,  six  headlines,  3,  4,  5,  9,  10,  and  13, 
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representing  appeals  to  three  emotional  buying  motives 
and  three  rational  buying  motives,  were  chosen  for  testing 
in  the  mail  questionnaire  4.  The  results  of  the  survey 
are  summarized  in  Table  4 below. 


TABLE  4 --  RESULTS  OF  SURVEY  ON  RENUZIT 


Head- 

line 

Returns 

Total 

Evaluation 

Percentage 

Rating 

Numerical 

Rating 

3 

55 

172 

92% 

2 

4 

55 

114 

61% 

4 

5 

55 

109 

5Q% 

6 

9 

55 

120 

64% 

5 

10 

55 

134 

72% 

3 

13 

55 

185 

100% 

1 

The  results  show'  the  tremendous  superiority  of 
the  appeals  to  the  buying  motives  Economy  in  Use  and  Pride 
in  Personal  Appearance  for  Renuzit  over  all  the  others 
tested.  Efficiency  in  Opera tlon  or  Use  was  a poor  third. 
Appeals  to  rational  motives  took  two  out  of  three  top 
places  . 


■ 


, 


72. 


CASE  NUMBER  5 - MYSTIC  FOAM 
Mystic  Foam  is  a liquid  cleaner  for  rugs, 
upholstery  and  draperies.  It  is  used  by  pouring  a quan- 
tity into  a howl  and  then  beating  the  liquid  until  a rich, 
creamy  foam  results.  The  foam,  applied  with  a sponge, 
removes  grease,  dirt,  stains  - restores  lustre  and  brightens 
colors.  It  is  rapid  acting,  quick  drying,  safe  - and  avail- 
able in  quart  and  gallon  sizes  . 

Drawing  on  this  information  and  applying  the  facts 
to  all  of  Copeland's  consumer  buying  motives  the  following 
headlines  were  written: 

A . Emotional  Buying  Motives 

1 . Distinctiveness 

HERE  'S  THE  NEW  WAY 
to  spruce  up  your  prized  rugs, 
upholstery  and  draperies  I 

2.  Emulation 


HOW  UP-TO-DATE  WOMEN 
find  it  easy  to  keep  their  rugs, 
upholstery  and  draperies  spick  and  span  I 

3.  Economic  Emulation 


SMART  HOME-MAKERS 

use  this  modern,  economical  way  of 
keeping  rugs  and  upholstery  spotless  I 

4 .  Pride  in  Appearance  of  Property 

LIKE  MAGIC 

you  can  add  life  to  your  furnishings 
and  new  beauty  to  your  home  I 


5 .  Proficiency 


HERE'S  A SHORT  CUT 
that  gives  complete  satisfaction  in 
cleaning  soiled  rugs  and  upholstery 
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6.  Cleanliness 


THIS  NEW  GLEANER 

keeps  your  home  neater  by  removing 
dirt  and  grease  and  restoring  lustre ! 

17 . Alleviation  of  Laborious  Tasks 


SAVE  YOURSELF 

unnecessary  work  in  keeping  your 
rugs  and  upholstery  spick  and  span  I 


B.  Rational  Buying  Motives 


8.  Handiness 


KEEP  IT  HANDY 

"Mystic  Foam"  copes  with  the  smallest 
or  largest  of  your  spot -removing  problems! 


9 . Ef f icencv  In  Use 

oiUICK  AND  SURE 

comes  ready  for  use--tskes  only  a 
short  time-dries  speedily! 


10  . Dependability  In  Use 

SEE  FOR  YOURSELF 

how  rugs  and  upholstery  brighten  up 
when  you  use  this  new  cleaner! 

11 . Dependability  in  Quality 

YOU  KNOW  IT'S  GOOD 

This  cleaner  is  guaranteed  by  "Good  House- 
keeping" and  commended  by  "parents  1 Magazine" . 

12 . Economy  In  Use 

LESS  CLEANING  BILLS 
when  you  use  this  remarkable  product 
on  your  prized  rugs  and  upholstery! 

In  this  case,  the  headlines  2,  4,  6,  9,  11,  and 

12,  which  includes  appeals  to  three  emotional  and  to  three 

rational  buying  motives,  were  tested  in  questionnaire  5 with 

the  purpose  of  determining  their  relative  strength  for  Mystic 


Foam.  The  results  of  the  survey  are  indicated  In  Table  5 


, 


. 

. 


. 


. 
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below : 

TABLE  5 - RESULTS  OP  SURVEY  ON  MYSTIC  FOAM 


Head- 

line 

Returns 

Total 

Evaluation 

Percentage 

Rating 

Numerical 

Rating 

2 

64 

156 

79% 

4 

4 

64 

174 

88% 

2 

6 

64 

119 

60% 

6 

9 

64 

197 

100% 

1 

11 

64 

161 

81% 

3 

12 

64 

155 

78% 

5 

With  e 12%  lead  over  its  nearest  competitor. 


the  appeal  to  the  rational  buying  motives,  Efficiency  In 
Use  is  outstandingly  stronger  in  first  place.  Fride  In 
Appearance  of  Property,  an  emotional  buying  motive,  was 
rated  second,  with  third  going  to  Dependability  in  Quality, 
a.  rational  buying  motive.  Rational  buying  motives  achieved 
two  out  of  the  first  three  places. 


. 


. 


. 

. 
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CASE  NUMBER  6 - NU -ENAMEL 
Nu -Enamel  is  an  entire  line  of  paints  for  home 
decoration.  It  is  available  in  different  qualities  for 
painting  furniture  and  woodwork:  for  deck,  floor  or  porch: 
for  walls:  for  touch-up  or  small  decorative  jobs.  It  covers 
in  one  coat,  leaves  no  brush  marks;  is  quick  and  easy  to 
apply.  It  imparts  a finish  that  is  smooth,  lustrous,  durable, 
washable.  It  is  available  in  several  convenient  sizes  and 
performs  a satisfactory  job. 

A close  examination  of  this  pertinent  data,  and 
a check  of  it  against  Copeland's  33  buying  motives,  resulted 
in  the  following  headlines : 

A.  Emotional  Buving  Motives 

1 . Emulation 

LEAD  A COLORFUL  LIFE 
do  what  famous  decorators  do,  get  more 
color  into  your  home 

2 . Economic  Emulation 

HERE'S  HOW  - 

to  make  your  home  decoration  the  prettiest 
in  town  - yet  save  money 

3 . Pride  in  A.ppee ranee  o f Property 

HOME  BEAUTY  TREATMENT 

fresh,  new  color  is  an  easy  way  to  heighten 
the  charm  of  your  home 

4 . Proficiency 

IT'S  FUN  AND  IT'S  EASY., 
to  make  decorator  pieces  out  of  ready-to 
throw-away  pieces  of  furniture 

5 . Cleanliness 

WHEN  CLEANING  FAILS  - PAINT  UP 
see  how  the  magic  of  Nu -Enamel  brings  a 
fresh,  clean,  bright  look  that  lasts  1 
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6. 

Alleviation  of  Laborious  Tasks 

TAKE  IT  EASY 

Nil-Enamel  applies  so  easily,  flows  on 
so  smoothly,  it  actually  makes  painting  fun 

7. 

Securing  Home  Comfort 

HOW  TO  ENJOY  LIFE 

homes  colorfully  decorated  with  Nu-Enamel 
glow  with  warmth  and  brightness 

% 

B.  Rational  Buying  Motives 

8. 

Efficiency  In  Use 

NOTHING  TO  IT 

Nu-Enamel  is  a whiz  - covers  completely  in 
one  coat  without  brush  marks 

9 . 

Dependability  in  Use 

TRUST  TO  NU-ENAMEL 

for  a smooth  lustrous  finish  in  one  appli- 
cation without  brush  marks 

10. 

Dependability  in  Quality 

YOU  CAN  *T  BEAT  NU-ENAMEL 
for  its  porcelain-like  beauty;  for  its 
durability,  for  its  easy  of  application 

11. 

Durability 

IT  LiiSTS  AND  LASTS 

Nu-Enamel' s waterproof  oils  and  finest 
pigments  guarantee  a durable  finish 

12  . 

Economy  in  Use 

SAVES  WORK.'  SAVES  MONEY.' 

Nu-Enamel  covers  in  one  easy  application 
without  brush  marks 

The  headlines  selected  for  this  survey  are 

numbers  2,  4,  5,  8,  10  and  12.  They  are  shown  in  question- 
naire 6,  the  results  of  which  are  recapitulated  in  Table  6 


below 


. 


. 


* 


TABLE  6 


RESULTS  OF  SURVEY  ON  NU -ENAMEL 


Head- 

Total 

Percentage 

Numerical 

line 

Returns 

Evaluation 

Rating 

Rating 

2 

61 

114 

63/o 

r» 

o 

4 

61 

170 

94% 

2 

5 

61 

165 

91% 

3 

8 

61 

160 

88% 

4 

10 

61 

130 

72% 

5 

12 

61 

180 

100% 

1 

An  apneal  to  the  rational  buying  motive  Economy 
in  Use  was  rated  first,  being  stronger  by  6%  than  the 


second  place  winner,  an  appeal  to  the  emotional  buying 
motive.  Proficiency . Third  place  winner  was  an  appeal  to 
the  emotional  buying  motive.  Cleanliness  . Emotional 
appeals  secured  two  out  of  three  foremost  places . 
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SUi.uviARY 

In  this  chapter  six  case  reports  were  pre- 
sented which  were  planned  to  illustrate  Copeland's  list 
of  buying  motives  a3  a fruitful  source  of  inspiration 
for  composing  headlines  which  tie  up  directly  with  man's 
self-interest.  Numerous  headlines  were  written  in  the 
process  of  preparing  the  reports  which  brought  into  use 
many  of  the  principles  fcr  developing  good  headlines  as 
outlined  in  Chapter  V.  The.  case  reports,  above  all,  offer 
proof  that  the  relative  strengths  of  appeals  for  any  pro- 
duct vary  substantially,  to  warrant  that  marked  attention 
be  given  to  the  selection  of  the  strongest  possible  appeal. 

In  the  next  chapter,  a detailed  summary  is  given 
of  the  kinds  of  appeals  which  might  be  considered  best 
suitable  for  advertising  prod\icts  in  the  housewares  group. 


. 


. 


. 


■ <1 


. 
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CHAPTER  VII  - FURTHER  RESULTS 
This  Is  An  Extens ion  of  Chapter  VI 
This  chapter  is  both  an  extension  and  an 
application  of  the  results  of  the  six  experiments  out- 
lined in  Chapter  V.  As  an  extension,  it  offers  two  corol- 
laries regarding  the  results . One  pertains  to  the  kinds 
of  appeals  best  suited  to  housewares  as  a group:  the  other 
pertains  to  the  use  of  emotional  and  rational  appeals  for 
the  housewares  tested.  As  an  application,  it  consists  of 
employing  the  selected  headlines  in  published  advertisements . 

The  first  corollary  summarizes  in  table  form  the 
different  appeals  to  buying  motives  which  were  found  appli- 
cable to  writing  headlines  for  the  six  products  tested  in 
the  housewares  classification.  Inasmuch  as  each  product 
was  checked  against  Copeland's  list  independently,  it  is 
interesting  to  note  that  there  is  a pronounced  correlation 
among  the  buying  motives  to  which  appeals  can  be  made  for 
the  products  in  this  grouping. 

This  correlation  is  evident  from  Table  Ho.  7 on 
the  following  page.  While  certain  buying  motives  stand  out 
in  their  application  to  the  six  products  tested,  they  should 
not  be  accented  as  being  common  to  all  housewares  to  the 
exclusion  of  all  other  buying  motives  in  the  list.  Doubt- 
lessly, there  are  products  sold  in  large  houseware  depart- 
ments y/hich  taken  altogether  would  include  appeals  to  prac- 
tically all  the  motives  on  Copeland's  list. 


. 

. 


. 


. 


. 


. 

. 
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TABLE  7 - CORRELATION  OF  APPEALS  APPLICABLE 
TO  HEADLINES  AS  SHOWN  BY  TESTS 


EMOTIONAL 

A 

B 

C 

D 

E 

F 

1. 

Distinctiveness 

X 

2. 

Emulation 

X 

X 

X 

X 

X 

X 

3. 

Economic  Emulation 

X 

X 

X 

X 

X 

X 

4. 

Pride  in  personal  Appearance 

X 

X 

5. 

Pride  in  Appearance  of  Prop- 

erty 

X 

X 

X 

X 

X 

X 

6 . 

Social  Achievement 

7 . 

Proficiency 

X 

X 

X 

X 

X 

8.  Expression  of  Artistic  Taste 

9 . Happy  Selection  of  Gifts 

10 . Ambition 

11.  Romantic  Instinct 

12.  Maintaining  & Preserving  Health 

15.  Cleanliness  x x x x x x 

14.  Proper  Care  of  Children 

15.  Satisfaction  of  the  Appetite 

16.  Pleasing  Sense  of  Taste 

17.  Securing  Personal  Comfort  x 

18.  Alleviation  of  Laborious  Tasks  x x x x 

19.  Security  from  Danger 

20.  P3_easure  of  Recreation 

21.  Entertainment 

22.  Obtaining  Greater  Opportunity 

for  Leisure  x 

25.  Securing  Horae  Comfort  x x x x x 
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TABLE  7 - CONTINUED 


RATIONAL 

ABC 

D 

E 

F 

24. 

Handiness 

X 

X 

25  . 

Efficiency  in  Operation  or  Use 

X X 

X 

X 

X 

26  . 

Dependability  in  Use 

X X 

X 

X 

X 

27. 

Dependability  in  quality 

XXX 

X 

X 

X 

28. 

Reliability  of  Auxiliary  Service 

29  . 

Durability 

X 

X 

30. 

Enhancement  of  Earnings 

31. 

Enhancing  of  Productivity  of  Property 

32  . 

Economy  in  Use 

X 

X 

X 

X 

33. 

Economy  in  Purchase 

As  a conclusion,  deducted  from  a 

iudy  of 

Table  7 

J 

it  might  he  stated  that  where  the  same  appeal  was  employed 
for  four  or  more  of  the  products  tested  that  such  an  appeal 
can  he  regarded  as  worthy  of  particular  consideration  in 
writing  headlines  for  products  classified  as  housewares. 

Table  8 below  summarizes  these  "four  or  more" 
appeals  from  Table  7. 


TABLE  8 - APPEALS  MOST  COMMONLY  USED  IN  THE  6 TESTS 


Kind 

No  . of  Times 

1. 

Emulation 

6 

2. 

Economic  Emulation 

6 

3 . 

Pride  in  Appearance  of  Prope 

rty  6 

4 . 

Proficiency 

5 

5 . 

Cleanliness 

6 

. 

. 

. 

* 

. 
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TABLE  8 - CONTINUED 


Kind 

No  . of  Times 

6 . 

Alleviation  of  Laborious 

Tasks 

4 

7 . 

Securing  Home  Comfort 

5 

8 . 

Efficiency  in  Operation 

or  Use 

5 

9. 

Dependability  in  Use 

5 

10  . 

Dependability  in  Quality 

6 

11. 

Economy  in  Use 

4 

In  addition,  when  a saving  is  involved,  an  appeal 
to  the  motive  Economy  in  Purchase  is  always  powerful.  The 
retails  of  the  products  tested  are  price  fixed,  which  pre- 
vented consideration  of  this  particular  buying  motive. 

A second  corollary  to  Chapter  VI  is  the  equal 
distribution  of  power  evident  between  appeals  of  an  emotional 
nature  and  those  of  a rational  nature  for  the  products  sur- 
veyed. This  is  indicated  by  the  essence  of  the  appeals 
which  ranked  first,  second  and  third  for  the  six  products 
where  three  emotional  and  three  rational  appeals  (except  for 
Venetian  blinds  where  only  two  rational  appeals  are  used) 
made  up  the  test  for  each.  As  noted  in  Table  8,  emotional 
appeals  were  awarded  three  firsts,  5 seconds,  (1  tie),  2 
thirds;  while  rational  appeals  took  3 firsts,  2 seconds 
(1  tie),  4 thirds.  From  the  standpoint  of  obtaining  "firsts" 
which  after  all  is  the  most  important,  emotional  and  rational 
appeals  were  equally  divided  in  power.  From  an  over-all 


. 


. 


. 

. 


. 
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. 
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picture,  emotional  appeals  with  a majority  of  seconds  and 
a lesser  number  of  thirds  might  be  said  to  be  stronger  than 
the  rational.  Yet,  without  considering  the  tie  for  second 
place,  emotional  appeals  have  9 of  all  the  first,  second 
and  third  places,  and  rational  appeals  have  8. 


TABLE  9 - DISTRIBUTION  OF  POWER  BETWEEN  EMOTIONAL 

and  rational  appeals  evident  from  tests 


Product 

1st  Place 

2nd  Place 

3rd  Place 

Beacon  Wax 

E 

R 

E 

Rubbermaid 

E 

E 

R 

Venetian  Blinds 

E 

E-R 

R 

Renuzit 

R 

E 

R 

Mystic  Foam 

R 

E 

R 

Nu -Enamel 

R 

E 

E 

This  second  corollary  is  limited  in  its  appli 


cation.  It  refers  only  to  the  appeals  contained  in  the 
headlines  tested.  Some  researchers,  however,  might  possibly 
regard  it  as  a sample  of  whet  could  be  expected  if  any 
number  of  appeals  on  housewares,  evenly  divided  in  number 
as  to  emotional  and  rational,  were  surveyed. 

The  application  of  the  results  of  the  tests  to 
actual,  published  advertisements  is  shown  by  exhibits  9, 

10,  and  11.  The  three  top  headlines  for  each  product  are 
employed  in  the  three  advertisements  . They  may  be  picked 
out  by  referring  to  the  following  Table  12. 


EXHIBIT  9.  - ADVERT ISEMENT  A 


SEE  FOR  YOURSELF! 


how  steel-slat  Venetian  blinds  eliminate  direct 
drafts,  control  sun  and  shade 


Just  a gentle  pull  of  the  cord 
will  adjust  the  amount  of 
light  — control  uncomfortable 
window  drafts!  Bring  luxury 
to  your  home,  too!  Give  your 
windows  permanent  beauty 
and  greater  comfort  with 
steel-slat  Venetian  blinds! 


4.49 

30”,  32”,  34”,  36”  5.49 


• • • • • 

IT'S  A CINCH! 

Beacon  Wax  goes  on  easily,  requires  no  rub- 
bing and  dries  with  a gloss 


This  fine  wax  requires  no  rub- 
bing or  polishing,  and  dries  to 
a high,  lustrous  finish  in  20 
minutes!  You  save  hours  as 
well  as  effort,  for  you  get  3 to 
6 times  longer  wear  from  each 
waxing!  Try  this- easy-to-use 
wax  for  complete  satisfaction! 


«‘-98c*  c,1.59 





IT'S  ALMOST  UNBELIEVABLE 

the  way  dirt  and  spots  disappear  from  clothing, 
leaving  it  clean  and  like  new 


Just  follow  the  simple  directions 
for  cleaning  dresses,  sweaters, 
suits,  work  clothe  s,  etc.  — 
everything  comes  clean  with 
“Renuzlt!’’  Do  your  dry  clean- 
ing at  home — conveniently,  eco- 
nomically! No  waiting  for  clean- 
ing service,  no  expensive  bills  I 

1 Gal.  09C2  Ga|s-  1.69 


• • • • • 

QUICK  AND  SURE 


comes  ready  for  use  — takes  only  a short  time 
— and  dries  speedily 


Here's  the  magic  new  cleaner 
for  rugs,  upholstery,  and  dra- 
peries! It  removes  grease,  dirt, 
stains  — restores  lustre  and 
brightens  colors — does  all  this 
rapidly  and  safely.  A cinch  to 
use,  too  — simply  swish  it  on 
the  soiled  spots! 

iqi.65c  Gai  1.49 


EXHIBIT  10, 


ADVERTISEMENT  B 


LIKE  MAGIC 


You  can  add  life  to  your  furnishings 
and  new  beauty  to  your  home 


Try  this  miraculous  cleaner 
for  rugs,  upholstery,  and 
draperies!  It  removes  grease, 
dirt,  stains  — restores  lustre 
and  brightens  colors  — does 
all  this  rapidly  and  safely. 
A cinch  to  use,  too  — simply 
swish  it  on  the  soiled  spots! 


65c  cai  1.49 


Street  Floor 


NEW!  AMAZING! 

are  these  housewares  of  a tough 
synthetic  rubber  that  wears  and  wears 


Edgar's 


Protect  surfaces  from  scratches, 
wear,  heat — and  add  a colorful 
decorative  look  as  well!  The  heat- 
resistant  synthetic  rubber  will 
not  peel,  soften,  slide  or  curl. 

dish  drainer  1.98 

sink  mat  1.00 

drain  mat  1.00 

— Street  Floor 


SAVES  WORK!  SAVES  MONEY! 

Nu-Enamel  covers  in  one  easy 
application  without  brush  marks 


Anyone  can  do  a professional 
job  of  painting  furniture  and 
woodwork!  ‘‘Nu-Enamel”  Mod- 
ern Finish  leaves  no  brush 
marks,  and  one  coat  covers! 
It  "hot  only  saves  time  and 
money,  but  assures  satisfac- 
tory results  even  for  amateurs. 
Washable,  durable,  beautiful! 

1.95  « 3.45 


EDGAR’S  STREET  FLOOR 


BROCKTON'S  LARGEST 
HOUSEWARES  DEPT. 

STEEL  IS  BETTER 

in  Venetian  blinds  because  it  looks 
smarter,  lasts  longer,  costs  no  more 

Give  your  windows  a per- 
manent beauty  treatment 
with  steel  slat  blinds  that 
last  and  last!  They  add  a 
luxurious  note  to  your  home, 
and  are  highly  practical  for 
controlling  light  and  pre- 
venting fading! 

23",  S2J\  27"  4.49 

Sites  IT  A O 

30",  32”,  34”,  36”  J ,*(7 

Edgar's  — Street  Floor 

IT  COSTS  SO  LITTLE 

to  make  your  floors  and  linoleums 
the  envy  of  the  neighborhood 

You  get  3 to  5 times  longer 
wear  from  each  waxing!  You 
save  hours  in  the  long  run, 
for  this  fine  wax  requires  no 
rubbing  or  polishing,  and 
dries  to  a high  lustrous 
finish  in  20  minutes!  Try 
this  easy-to-use  wax  for 
complete  satisfaction! 

ot  98c  » Gal  1.59 

Edgar's  — Street  Floor 

SAVE  CLEANING  BILLS 
GALORE 

this  home  cleaner  saves  dollars  of 
your  money  — gives  quick  service 

Just  follow  the  simple  directions 
for  cleaning  dresses,  sweaters, 
suits,  work  clothes,  etc.  — 
everything  comes  clean  with 
“Renuzit!”  Do  your  dry  clean- 
ing at  home  — conveniently,  eco- 
nomically! No  waiting  for  clean- 
ing service,  no  expensive  bills! 

1 Gal  2 Gals.  1.69 

HOUSEWARES  DEPARTMENT 


EXHIBIT  11.  - ADVERTISEMENT  C 


BROCKTON'S  LARGEST 
HOUSEWARES  DEPT. 

Amazing  Window  Beauty 

when  you  choose  all-steel  slat  Venetian 
blinds  that  give  a rich,  smart  look. 


Give  your  windows  a per- 
manent beauty  treatment 
with  steel  slat  blinds  that 
last  and  last!  They  add  a 
luxurious  note  to  your  home, 
and  are  highly  practical  tor 
controlling  light  and  pre- 
venting fading! 

S25’\  27“  4i4!D 

2r.3„,S“r.>,.  5,49 


Spend  Less  Time  Waxing! 

enjoy  more  freedom  for  leisure  — use 
this  longer-wearing,  quicker-drying  wax. 


You  get  3 to  5 times  longer 
wear  from  each  waxing  I You 
save  hours  in  the  long  run, 
for  this  fine  wax  requires  no 
rubbing  or  polishing,  and 
dries  to  a high  lustrous 
finish  In  20  minutest  Try 
this  easy-to-use  wax  for 
complete  satisfaction! 

Qt.  H Gal. 

98c  i.59 


Your  Personal  Appearance 

is  important!  Keep  clothes  spic  and  span 
with  this  remarkable  home  cleaner. 

Do  your  dry  cleaning  conven- 
iently at  home,  with  no  waiting 
for  cleaning  service  and  no  costly 
bills!  Just  follow  the  simple  di- 
rections for  cleaning  dresses, 
sweaters,  suits,  work  clothes  — 
everything  comes  clean  with 
“Renuzit!" 

«Ga'89c  1.69 


You  Know  It's  Good 

this  cleaner  is  guaranteed  by  “Good  House- 
keeping,” commended  by  "Parent's  Magazine” 

It  has  to  be  good  to  have  these 
seals  of  approval  I It  removes 
grease,  dirt,  stains  from  rugs  and 
upholstery— restores  lustre  and 
brightens  colors — does  all  this 
rapidly  and  safely.  A cinch  to 
use,  too  — simply  swish  It  on  the 
soiled  spots! 

Ik  1.00  -1.49 


Relax!  They're  Back  Again! 

rubber  maid  housewares  are  here  to 
lighten  your  work  and  speed  your  chores. 


Protect  surfaces  from  scratches, 
wear,  heat — and  add  a colorful 
decorative  look  ns  well  I The  heat- 
resistant  synthetic  rubber  will 
not  peel,  soften,  slide  or  curl, 

dish  drainer  1.98 

sink  mat  1.00 

drain  mat  1.00 


It's  Fun  and  It's  Easy 

to  make  decorator  pieces  of  ready- 
to-throw-away  pieces  of  furniture. 


Anyone  can  do  a professional 
Job  of  painting  furniture  and 
woodwork!  "Nu-Enamel”  Mod- 
em Finish  leaves  no  brush 
marks,  and  one  coat  covers! 
It  not  only  saves  time  and 
money,  but  assures  satisfac- 
tory results  even  for  amateurs. 
Washable,  durable,  beautiful! 

1.95  * 3.45 


.EDGAR'S,  STREET  FLOOR  HOUSEWARES 


TABLE  12  - KEY  TO  HEADLINES  IN  EXHIBITS  10,  11,  and  12 


advertisement 

A 

B 

G 

Venetian  Blinds 

1 

2 

3 

Beacon  Wax 

2 

3 

1 

Renuzit 

3 

1 

2 

Mystic  Foam 

1 

2 

3 

Rubbermaid 

2 

3 

1 

Nu-Enamel 

3 

1 

n 

£ 

The  advertisements  serve  to  show  how  the  head- 
lines appeared  in  print.  They  were  published  a week  apart 
over  a period  of  three  weeks  and  did  a very  creditable  job 
in  selling  the  products.  It  was  impossible,  however,  to 
obtain  an  accurate  check  on  their  actual  sales  effectivenes 
to  compare  with  the  results  of  the  mail  survey  --  mostly 
due  to  the  severe  winter  and  a trucking  strike  which  lasted 
the  entire  period  of  the  test.  Stocks  of  the  items,  in  8 11 
sizes,  were  incomplete,  even  ran  out  in  some  instances. 

The  advertisements  performed  a worthwhile  task 
in  emphasizing  the  fact  that  the  advertised  items  and  items 
like  them  are  the  staples  of  a housewares  department,  kany 
dealers,  accustomed  to  big  volume  on  housewares  since  the 
war's  end  because  of  the  short  items,  have  neglected  their 
staples.  Nov/,  they,  are  beginning  to  be  aware  that  these 
are  the  products  for  v/hich  there  is  a steady  and  repeat 
demand  and  if  they  want  to  stay  up  top  in  the  housewares 
business,  they  must  make  their  stores  headquarters  for  them 
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SUMMARY 


This  chapter  points  out  the  marked  correlation 
among  all  the  appeals  selected  for  each  of  the  six  pro- 
ducts . It  also  shows  that  of  the  appeals  actually  tested 
in  the  mail  survey  emotional  and  rational  appeals  obtained 
an  equal  number  of  first  places.  In  this  chapter,  also, 
are  three  advertisements  which  incorporated  the  three 
best  headlines  for  each  of  the  six  products. 
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CHAPTER  VIII  - CONCLUSION 


Suggested  Vi/ays  to  Apply  Inf orma tion 

This  thesis  has  worked  to  the  attainment  of 
several  objectives,  the  accomplishment  of  which  would 
constitute  a contribution  to  a clearer  understanding  of 
how  s elf-interest  in  the  headline  makes  retail  store  adver- 
tising more  effective. 

It  is  felt  that  the  objectives  were  reached,  as 

f ollows : 

A.  By  bringing  into  close  proximity,  between  two 

J 

covers,  detailed  discussions  on  self-interest 
and  the  headline , which  might  be  readily  desig- 
nated as  the  two  most  important  aspects  of  any 
retail  store  advertisement,  outside  the  item 
it  advertises.  In  developing  a knowledge  of 
self-interest , the  thesis  went  behind  the  scenes 
to  probe  into  man's  wants  and  to  investigate 
why  he  acts  as  he  does  . In  investigating  the 
headline-,  it  delved  into  the  elements  which 
make  up  successful  headlines  as  proved  by  direct 
mail  advertising.  It  combined  both  aspects  and 
rated  them,  as  a unit,  the  most  powerful  force 
in  retail  advertising. 

B.  By  departing  from  the  abstract  lists  of  the  ad- 
vertising psychologists  and  adapting  Copeland's 
list  of  33  social-conscious  buying  motives  to 
the  purposes  of  retail  store  advertising,  the 


. ' 


. 

. 
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thesis  made  available  a practical  source  of 
inspiration  for  the  writing  of  headlines  which 
contain  appeals  to  man's  self-interest . 

C . By  demonstrating  the  ways  and  means  of  headline 
writing  and  the  application  of  Copeland's  list 
as  a fountain  of  ideas  for  getting  self-i.nterest 
into  headlines . The  demonstration  furnished  75 
headlines  for  six  different  products . 

D.  By  showing  that  the  appeal  in  the  headline  should 
encompass  the  greatest  number  of  prospects  for  a 
maximum  of  effectiveness  . This  was  accomplished 
by  s mail  survey  on  the  headlines  for  six  products 
as  described  in  Chapter  VI.  The  results  of  the 
tests  proved  buying  motives  vary  in  strength, 
depending  on  the  product,  and  that  the  most  per- 
tinent one  should  be  selected  for  the  greatest 
return  in  sales  . The  winning  headlines  were 
exhibited  in  actual,  published  advertisements. 

To  stimulate  a sharp  awareness  of  the  importance 
of  appealing  to  man's  self-interest  in  the  headline  and  of 
formulating  headlines  in  observance  of  principles  which 
have  proved  successful,  this  thesis  advocates  that  Copeland 
list  of  buying  motives  and  the  requirements  for  developing 
effective  headlines  be  at  hand  in  some  form  or  another.  It 
suggests  that  each  buying  motive  be  typed  on  a separate 
index  card  and  the  remainder  of  the  card  be  used  for 
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indicating  headlines  in  that  category  taken  from  current 
advertising.  When  a headline  has  to  be  written,  a shuffle 
of  the  cards  and  asking  one's  self  the  question  "does  it 
apply?"  with  regard  to  each  motive,  provides  a wealth  of 
immediate  inspiration  that  is  packed  with  "sell"  . A similar 
method  can  be  adopted  for  noting  the  ways  of  injecting  into 
headlines  the  desired  qualities  of  specificness,  curiosity, 
quick-easy  way,  believability , appropriateness  and  cheer- 
fulness . If  one  can  form  the  habit  of  such  procedures, 
and  at  the  same  time,  be  ever  alert  to  the  fact  that  every 
prospect  for  his  advertising  is  primarily  interested  in 
himself  and  what  concerns  him,  more  than  anything  else,  he 
will  be  taking  the  necessary  steps  as  set  forth  in  this 
thesis,  of  "applying  selected  buying  motives  to  headlines 
in  retail  store  advertising"  for  a maximum  return  on  his 
advertising  dollar. 


THE  END 


. • 
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